Advertis 


COPYRIGHT 


in 


3 Age 


THE NATIONAL NEWSPAPER OF MARKETING 


October 23, 1944 


Entered as second-class matter Jan. 9, 1932, at the post office at Chicago, Ill., under the act of March 3, 1879. Copyight, 1944, by A tyne bien. Inc. 


Congress 


Gladys the beautiful reception- 
say; she sees the American So- 
My of Civil Engineers was 
rted away back in 1852, and it’s 
wonder the engineering men 
e meets are all so nice. 
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Leavitt Parsons says that few 
Mblication workers are blessed 
“ th names so appropriate to their 
ks as is Mr. Trimingham, edi- 
- of the Butchers’ Advocate. 
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pve prewar peaks, WPB says, 
llitake “favorable prices and the 
leman’s art.” Now maybe they 


| stop calling us salesmen 
jer-takers. 
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i “DT Throws Cold Water on 


ner Trips to South.”’—Headline 
ADVERTISING AGE. 

hrowing cold water is what 
rs most of those trips in the 
tt place. 
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he movies have given Jeanette 
hcDonald to grand opera, and 
w opera is prepared to recipro- 
e with a Brazilian pretty en- 
led Bidu Sayao. 


ach 


ae 


une, GOW). Detective Group refers to 
Henry, famous story writer.” 
laybe they had Sidney Mc- 
rter in mind. 
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‘ic staflfirhe fellow who threw those eggs 


hich ; Frank Sinatra in New York’s 
11H a ramount Theater, and hit him, 
. _fgpy be just the chucker Mel Ott 
Is one @ } oles 

s been looking for. 
{ meried a ew 
ek. mough Proofs’ annual crusade 


pinst writing it “Xmas” was just 
put to get under way when Ap- 
ISING AGE gummed the works 
eadlining a story “Xmas Pro- 
u0n, 


oe Me 


Yow that Stix, Baer & Fuller 
running copy overseas ad- 


Tc push postwar appliance sales 


| General Electric Medical Products | 


_ Better Sales Methods 
_ Must Create Demand, 
Boston Forum Told 


BY LAWRENCE M. HUGHES 


Boston, Oct. 19.—The hope of a 
“postwar heaven on earth” is void, 
and only the most vigorous and 
intelligent sales and promotional 
efforts can avert deflation and de- 
pression, the 16th annual Boston 
Conference on Distribution was 
warned by several spedkers this 
week. 

Dr. Julius Hirsch, economist, 
pointed out that “the current eco- 
nomic over-optimism is a great 
danger to our future employment 
situation.” Postwar estimates of 
| “$200 billion gross production a 
| year and $140-$150 billion national 


BEHIND THE SCENES — Action 
sketches, war-front style, feature the 
new campaign New York Central has 
scheduled for newspapers of principal 
on-line cities to interest the public in 
problems of wartime railroading and 
enlist cooperation with rapidly-chang- 


ing demands on the roads. Foote, |j,.9ome” he declared. “are not 
Cone & ape my York, is the | based ‘on facts but on wishful 


| thinking. . . 
“There will not be a postwar 
| inflation which might help over 
the hump,” Dr. Hirsch continued, 
' “but rather after a short period of 
| replenishment, the pressure of de- 
flation will be felt. . . Our huge 
| productive capacity and efficiency 
| have increased enormously, while 
|our normal consumption has not 
| expanded to the same degree. Pro- 


May Set Pattern 
for Foreign Trade iss sen sais Sti 


Chicago, Oct. 19.—The end of| formed in our war economy the 
world domination of the surgical | 8reatest production miracle, but 


G-E Surgical Plan 


‘equipment and medical supplies| We cannot achieve a like leap in 
'market by German manufacturers, | Consumption. Production per labor 


and a possible new pattern to be| hour has increased considerably 
followed by American exporters, | While consumption always in- 
were signalled this week by an-| creases gradually. . . 


nouncement of the formation of Export Helps, But Not Much 


Company, which will serve as the}. “The hope of helping America 
export outlet not only for General) by an enormous expansion of her 
Electric X-Ray Corporation but|exports is equally hollow. Our 
also for 35 surgical equipment| Whole export in 1939 was $3 bil- 
manufacturers in the United States. | lion, or not as much as 14 days 
The new company formed by|0f war production now bring in 
General Electric X-Ray and Inter-|employment. Even if the assump- 
national General Electric Com-| tion of the Federal Reserve Bank 
pany, replaces the export depart- | should come true, that two years 
ment of the X-ray organization, | (Continued on Page 42) 
and will be headed by John H.| 


Seen as Postwar Prob 
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Deflation, Not Inflatidin’ °Sponsor-Free Air 


See sacevee 
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Food Chains Look 
fo Expansion of 
Postwar Business 


Frozen Foods and 
_ Packaged Meats Seen 
as Bigger Factors 


Chicago, Oct. 20.—Operators of 
America’s food chain store sys- 
tems, gathered here this week for 
the annual meeting of the National 
Association of Food Chains, took 
the present and postwar economic 
situation apart, discussed the prob- 
lems that beset them now and will 
beset them in the future, and de- 
cided that postwar competition 
will be tougher than ever, but did 
not alter their firm conviction that 
chain stores will play an increas- 
ingly important part in food mer- 
chandising when the war ends. 

Chain food operators are well 
aware of the fact that their rela- 
tive importance in the food mer- 
chandising field has been reduced 
by the problems of war, notably 
by the inclination to shop closer 
to home, and the relative unim- 
portance of price as compared 
with availability of many grocery 
store products, but they have no 


when supers will blossom as never 
before, and when smart merchan- 
dising and low prices will pay off 
handsomely. 

Plans for expansion are defi- 
nitely in the air, one gathers from 
the conversation in the corridors, 
with self-service seen as the magic 


asts have reached such a high 

pitch that the ideal grocery store 

of the postwar era begins to shape 
(Continued on Page 60) 


Clough, president of the X-ray or- 


fears about their postwar position, | 


key. In fact, self-service enthusi- | 


Plan of Benton 
Puts- FCC on Spot 


_ Assignment of Three 
| FM Channels Would 
Break Duopoly Rule 


Washington, Oct. 18.—To the 
many issues which the FCC must = 
resolve in dividing the radio spec- 
trum, adman William Benton 
(founder of Benton & Bowles, 
vice-president of the University of 
Chicago, and owner of Muzak, 
Inc.) has added a puzzler, with his 
proposal for a “subscription” radio 
service which would provide 
homes with “high grade” pro- 
grams containing no commercial 
announcements. 

Clearly in conflict with at least 
one Commission regulation — and 
perhaps with others—the sug- 
gested service is already causing 
concern among frequency modula- 
tion broadcasters who fear that 
the FM part of the dial may fur- 
ther suffer if the FCC decides to 
grant the three channels Mr. Ben- 
ton wants for his project. 

As the FM people see it, the 
squeeze is on them from all di- 
rections, with television, amateurs, 
police and now Mr. Benton envi- 
ously eyeing the 75 commercial 
channels they have asked. If Mr. 
Benton were to get his request, it 
is pointed out, on the basis of ex- 
isting plans, there will be room 
for only about 25 FM outlets in 
New York City. 


Idea Wins Hold 


Despite these complaints from 
the FM people, it is clear that the 


“subscription” radio idea has 
taken firm hold here, enjoying 
strong support within the Com- 


| mission and elsewhere in the gov- 


| ernment. 

There is ample precedent for 
|the experiment, too, for more 
| than three years ago the Commis- 
sion granted an experimental li- 
cense to Muzak, Inc., of which Mr. 
Benton is president, to develop 
such a service. 

In explaining the proposal to 
the allocations hearings, a repre- 
sentative of Mr. Benton’s organ- 
|}ization indicated, however, that 
the “subscription” proposition had 
been developed far beyond the 
limits which were described to the 


| along. 


sed to servicemen from St.| ganization, as president, and Clark ” 
is, they can explain to the boys|H. Minor, president of Interna- Last Minute News Flashes 
what those Brownie pinch| tional G-E, as board chairman. ‘ 
's were using for bats in the| General sales manager will be Ads Feature New CBS Video Station 
same of the world’s series. M. G. Garcia, a G-E export man| New York, Oct. 20.—Federal Telephone & Radio Corporation, | 
o..*.2 of long standing. 5 __. | Newark, will run an ad in 24 newspapers in 12 states and Washing- 
» The il be (1 gai tua pant ton, D. C., next week and in news magazines and radio-electronics busi- | 
n-smokers, as well as those atiiens P "phetak les eae —- ness papers next month through Marschalk & Pratt to tell why CBS 
aa gen to the use Se Se. (2) surgical materials. under| Selected Federal to build its new station atop the Chrysler Tower in 
oe... se im cigaret prices, a| Prank O. Reid. Both are G-E ex-| New York City. 
E. ey reveals. Isn’t this CAITYING | oort veterans. , . 
ae  ’ 2st @ bit too far? (Pern their bold bid to win a siz-| Launches Extensive Drive for Ironized Yeast 
; owe | able portion of the world’s surgi-| New York, Oct. 20.—After tests in New York and New Jersey 
. 4 (Continued on Page 58) dailies, Centaur Company, division of Sterling Drug, New York, ha: 
a =f ¢ ere been a lot of discussion | launched an extensive campaign for Ironized Yeast tablets in news- 
; : postwar automobiles 


to be priced, and per- 
ne should ask the man 


‘Creative Man... 
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: W oon decide the matter: finds good ra il road 
: _ ads. Page 37. Other 
| = Ae es features: 
of Vimms have been ‘as 
‘ 5,000,000 homes, a little | Ad-libbing 12 
2 which ic : alra | Canadian Linage 52 
. vhich is going to make hai Sal 
? ' e think that the paper eat _— 7: 
‘ tl 4 iTorials 
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4 a Getting Personal 40 
g Information for Advertisers 12 
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$a postscript should be | Photographic Review 63 
erning their figures. Postwar Planning 44 


Rough Proofs 1 


Copy Cus. | Voice of the Advertiser 


papers throughout New York, New Jersey, Pennsylvania, Maryland 


and in Washington, D. C. The theme, “Borderline anemia,” also will 
be plugged on “Big Town,” Ironized Yeast CBS network show. Pedlar 
& Ryan, New York, is the agency. 
‘Time’ Advances Harry Phillips, William Carr 

New York, Oct. 20.—Harry Phillips has been advanced to advertis- 
ing director and William B. Carr to advertising manager of Time 
Mr. Phillips formerly was advertising manager and Mr. Carr wa 
associate advertising manage! 
Estimates Magazine Ad Volume at $260,000,000 

New York, Oct. 20.—Magazine advertising volume in 1944 will total 
at least $260,000.,000, an increase of at least 12% from the $228,000,000 
total of 1943, the Magazine Advertising Bureau estimated this week 


Plan Campaign for New Soy Biscuit Mix 

Cincinnati, Oct. 20.—Byron Keating Company has been appointed 
to direct a newspaper and radio campaign for Soyscuits, new prepared 
soybean biscuit mix, made for Clifton Kitchen Products, Inc., Fort 
Mitchell, Ky., with copy scheduled to start early in 1945 


Commission in 1941—developed to 
such an extent that it is conceiv- 
able that the FCC will not go 


Although the Commission ruled 
that experiments in such a serv- 
ice were sufficiently in the public 
interest to warrant the grant of a 


channel, Mr. Benton now asks pea 

three channels—and at a time ; a 

when the competition for air space aaa 
keener than eve! ee, 

Violates Duopoly Rules? We 

Moreover, the mechani of the a) 

“subscription” experiment iL: 

lined to the allocatior ea Pi eee 

call for the ownership of all three i Ea 

Cnanneil y i Infi¢ 4 

erating in a particula ¥ ies 

ge or A 5 

FCC’s famou lu 

raises the questior 
Under the 1u0} 

FCC has forced eve 

owners to. sell valu 

| because the Comn l la Be Soe 

ino Inalviaqua oul l 1 re 

than one channel in a tening 

area In the discussion of the 

3enton proposal, chief counsel 

Charles R. Denny left r doubt 
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Joseph L. Weiner, representing| tions of using them throughout) Arguing for 


ALA? 
2 
that he believed the duopoly rules | explained. |come general counsel of the| popular music when they want it. 
were a definite factor in any de- In asking for the three chan- | organization following his retire- On the third channel, the cus- 
cision the Commission might nels, Mr. Weiner said that the|ment from the Commission, ex- | tomer will get a shopping guide, 
make. Benton organization has no ambi-| pected this fall or winter. | drama reviews, news of commun- 


the service, Mr.|ity events, educational and cul- 
Mr. Benton, explained that three| the country, and that it would be/ Weiner said the type of program-| tural information. at. 
channels were necessary because | happy to make its patented device | ming which is proposed has long; In a memorandum opinion in 


the program service felt it should | available to others who may wish | been successfully tested by Muzak | 1941, which disposed of arguments 


a offer its customers a choice of fare| to set up similar services. 


in hotels, apartment houses and/|over the legality of the scheme, 


2 aaa at all times. Under its plans, one| Though scarcity of materials| restaurants. He said that a sur- | the Commission declared that sub- 


ones classical music, the second pop-/|ing the station authorized by the 


channel would continuously carry had prevented Muzak from build-| vey showed that 57% of the resi- | scription broadcasting was “worthy 
dents of a Long Island apartment!of consideration,” going to the 


ular music, and the third, feature| Commission, Mr. Weiner said the | house that had Muzak service | length of suspending certain tech- 


material. 
Gadget Does It 


that the subscription service would 
“create a new major avenue of 


subscribers through the use of a/| Encyclopedia Britannica, and vice- 


service had been developed to a} were willing to pay 5 cents a day nicalities in its rules which might 
point where his organization was;|to receive continuous programs have interfered with the project. 
prepared to demonstrate that it without commercials. 
Mr. Weiner told the hearing| was practical. To prove his con-| The trend under the present | 
fidence he said the organization|system of radio has been away | 
expected ‘to spend about $10 mil- | from completely musical programs, | represented a “point-to-point” in- 
development of radio service,” but| lion in three areas developing it) he said, because advertisers pre-| stead of a broadcast service, be- 


Commission Approves 


To those who argued that this 


that it would ‘never become the | during a five-year period. fer more aggressive types of pro-| cause a fee is charged for recep- 
exclusive form in which radio is | Bowl in On Deal grams, programs with more spe-/|tion, the Commission said, “The 
broadcast.” Pn a eS Se | cific impact than music has. |service which this applicant pro- 

Service would be limited to paid Mr. Benton, who is president of | Could Get Wanted Programs | Poses will be available to the gen- 


|eral public; any member of the 


distorted signal, which could be| president of the University of Chi- While this is quite properly to | public without discrimination, may 
tuned on any FM radio equipped | cago, has interested his ex-adver- | their interest, he said, it is unfor- | lease the equipment to receive the 
with a special patented gadget |tising partner, Chester Bowles, in| tunate that people are unable to|service. The distinguishing fea- 
which Mr. Benton would lease to! the operation, as well as Beardsley find the type of programs on the|ture will be that those receiving 
his customers. The signal could| Ruml, treasurer of R. H. Macy & air at the time they want them. | the programs will pay directly 
be received on other sets, but the|Co., and Robert M. Hutchins, As a result of the special serv-| rather than indirectly therefor. 
distortion would result in a “pig | president of the University of Chi- | ice, he pointed out, those who wish | Operation of a station in this man- 
squeal” which would cause the cago. He has asked FCC Chair-| will always find 


classical music|ner is within the definition of 


poacher to tune out, Mr. Weiner| man James Lawrence Fly to be-| available, and others can tune in| broadcasting.” 
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The Plastics Industry is as broad as Ameri- 
can Business—a vew industry already deeply 
affecting the production-planning of con- 
sumer and capital goods everywhere. 

To provide an advertising medium for 
reaching’ the new recruits of the industry 
who might show up next in any quarter, 
PLASTICS was— 

—published with attractive physical make- 
up and editorial contents unique in the field. 
—slanted to attract plastics-minded execu- 
tives of every type and degree of specia!- 
ization 

—circulated to key personnel in over 40 


READERS OF PLASTICS—IN 40 INDUSTRIES 


48% have miscellaneous ttles ranging 
upward from Assistant Superintendent. 


industries to expand the basic subscription 
lists by self-selection 

—restricted to 1) manufacturers of plastics 
materials or equipment, 2) molders, lam- 
inators and fabricators of plastic articles or 
parts, 3) executives with positive buying 
influence in companies which are using or 
will use plastics. 

This successful strategy has now provided 
the setting for your advertisement in 
PLASTICS. This is the magazine which is 
daily opening new leads in new industries 
for its advertisers! Join them today. 


19°) are Presidents— 

10°; are Vice-Presidents— 
9°) are General Managers— 
4°, are Sales Managers— 


are Purchasing Agents— 


are General Engineers— 


Advertising Age, Octob, 3 14 
“A broadcast station 
both by treaty and staty 
licensed for the transn 
radio-telephone emissio) 


defing 
as 


Son : 


Tim 
ily intended to be recei\ phe, 
general public,” the Co. mig 
explained. “The first suc}. stay; 
licensed in this count y , 
sought and obtained by Vid 
or organizations engaged |. jy. 
facturing or similar ; Dri 
who desired either to 4 \veq 
their own product or to . rom, 
public good will in their wy; 
half. . 

“Licensees, in order to ‘neg 


increasing cost of providi; brog 
cast programs, gradually ente, 
into the practice of transmit, 
for a fee, advertising maite; ¢ 
other persons. As the effer, 
ness of radio as an advertk 
medium developed, broadeass 
became a business in its own pigs 
Thus arose the practice jn 9 
country of public support of brog 
cast service not through any 
rect charge, but through ihe p, 
chase of articles and services , 
vertised by radio. This is not + 
in all countries of the world.” 


BENTON PROPOSAL 
CAUSES SOME CONCERN 
New York, Oct. 19.— Wil 
Benton’s proposal to set up t 
FM channels to ‘supply adver 
ing-free radio service to listen 
willing to pay 5 cents a day f 
gadget on their sets caused a gy 
deal of discussion in radio cir 

here this week. 

Although most were incline: 
believe that the Benton plan, « 
if successful, would have no _ 
ticular effect on commercia 
sponsored radio, it was pointed 


{that any widespread use of 


Benton gadget would cut «& 
commercial radio listening so 
what, and might further com 


| cate the economic problems of 
|industry, at a time when devel 


ment of FM and the opening 
numerous new channels may cat 
a great diffusion of radio listeni 

Most radio authorities feel t 
it will be impossible for the Be 
ton unit to compete seriously \ 
commercially - sponsored radio 
program attraction, and that eve 
if the Benton gadget is sold 


| considerable numbers of listen 


they will make only occasional 1 
of it. 
Danley Joins Mutual 


Tor (Ted) Danley has resig! 
as New York supervisor of ! 


|overseas radiophoto division 


OWI and radio instructor of ' 
OWI technical training = sch 
Long Island, to become easte 
sales service supervisor of Mutu 


| Broadcasting System. Previou 


Mr. Danley had been with CBS 
acting sales service manage! 


Keystone Totals | 209 


Keystone Broadcasting Syst 
has added two stations to ‘ts 


|bringing the transcript 


work’s total to 209. Ne me 


| bers are Station WFIN, [fina 
|O., and Station WAJR, \lorg 
| town, W. Va. 


| Until Victory on the home fr 


war message into every piece 
matter. 
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"The War Production Board has removed dis- 


Order L-82 from 


commercial cooking, food and plate warming 


tribution controls under 
equipment. Action has also been taken to per- 
mit production of certain items of food service 
equipment that have been prohibited from pro- 
duction since early in 1942." 


"Authoritative sources in Washington have in- 
dicated and demonstrated a liberalized attitude 
toward the processing of applications for re- 
modeling, rehabilitating, extending and enlarg- 
ing mass feeding and mass housing facilities." 


"Recent action of the WPB has placed 81 types 
of institutional products on a preferred list and 


isk Cooking Equipment Dept. of C. Releases 


Excise Tax Repeal! 


ieee! ( M A 


Allow Greater Cooking Eq 


has set up procedures by which individual manu- | 


New Container Re-Use In 
Insulation Standards 


TAKE POSTWAR BUILDING 


uipment Production CONTINUING SURVEY 


-aruaTr UrAnie ON 


facturers who have facilities and manpower not 
needed for the war effort can get permission 
to produce these items." 


‘Authoritative and impartial sources have urged 
institutional owners and operators to place 
orders for needed equipment and supplies as 


quickly as possible." 


"Surplus properties to a limited extent flowing 
back into the institutional market are now in 
manufacturers’ hands ready for immediate 


delivery to institutions.’ 


All of the foregoing according to A. C. Barnett, 
Vice President Weston-Barnett Inc., outstanding 
midwestern advertising agency, refers to the 


-Plant Feeding Cuts 


Help Is Asked Worker Accidents 


LEAD 


SHOWS PROGRESS OF 


naar am ms aannitnit 


NISHWASHINS 


xplains why 


YOUR POST-WAR 


nstitution? 


arket 


IS HERE 


loday 


so-called low-priority portion of the institutional 
market which has been accumulating during the 
past three years under the restraints of limita- 
tion orders. All of this must be added to the 
high-priority portion of the institutional market 
which has continued and increased due to the 
war effort and which will further expand in the 
post-war era. 


Together these two portions of the institutional 
market total over 9!/, Billion dollars in pent-up 
orders for manufacturers serving hospitals, ho- 
tels, schools, Y.M.C.A.'s, restaurants, Veterans’ 
Hospitals and other institutions. For these man- 
ufacturers, their post-war market in the institu- 
tional field is a reality today. 


INSTITUTIONS Magazine is the only publication 
through which you can reach all related divisions 
of the institutional field. If your present or con- 
templated products have an application to this 
field, your advertising messages in the columns 
of INSTITUTIONS Magazine will gain for them 
the kind of acceptance they must have to share 
in the huge institutional market. For details 


write to 


INSTITUTIONS MAGAZINE 
1900 Prairie Avenue, Chicago 16, _ Illinois 
"ae 


bith Yas . eae Shi, . at ant ‘ bre > ‘2 P 44 ie i 
oe ee i daa. : ae : * o ipa , ee . 3 , : 
- < y a 3 , tak “a 3 %. - Rr a 2 he ra 4 ie f <a ir 4 : tots z : Mote PK. s 
we < = i" 3 . sachs . oy s 
a 
Gos 
rs : oe ae 
ae ee et ae ‘ ; ate 7 ee: a Te pare , rea 
as MS ei eI : : 3 Seen Te “O a > at 
a i. € ee “e U = 
Sion {  — nn eS . = ' 
rim ; i. etre z ant ee he Si Pen. 
} _ <a es gt er : eet <a ' ‘i 
Dy ¢ ; i ie WORT a aes: a recone 
Misg , ‘ . wae 
ti stat 7 . a ee yy 
Vidug ; rae a 
T’Drig 5% ee ats og er Ae Pa a # ; ‘era 
lv 4 = A e ee” 4 7 
s f cee : : bs —— , ee ea Si apd a 
’ PTOM : ~ : ot a : ie “ee Brag i 
Wn ; x e we ax A re = 5: al Jeta the 
% ‘3 é eee" ae i tee ac ee j 
) eet ii = a > ert : 
— iF % a . y 
ing brog } ES . : ine! a. Pitt p? 
y ente e ye : S +f a ae j 2 4 j é 2 
r nitt ' < : eae NY 4 os . ? . oi ; i _ Sykes % 
: ty . 3 es < Lie 
+¥ EY. a | ie P . 4 é >a 
emect me % 6 4 i as ee sa 
% ae Be ¥ Pe Pt: 
dive rt ‘ es e 2 A ie é oe an at = 
I bce da es. er 
Oad Castiy re ae , ' e. “ ee ee a 
“ re f] i si : : a: : “ ; | : , ae M ee “_ 
*€ in ¢ : 7 + — et = 
tof Drog S a -_ si a 
hn any q a <~— . ~ ' = ae 
1 the see” a “¢ ee 
rvices ac oe . . — r 
. oa " a4 ioe ies bea 4 P : hea oo ; a 7 
is not tr : : : i. rr ay. A Fs al eee he 
4 ey Mom ee ‘S.' cad “ : es — 7 
rorld she : a my, . 7 a al Y ase 
rs he a See Petia va 4 : re . as . Bs. 2 = ag =s ity < pet i 
C a ed oe tr. ei v6 Ree. ere 2@ i 
OR a 2 a SR ys q ia : i be L 
— Wil Pa ee g bie. be My Mr @ 5, ¢ , Ye Se, a * 
L up t A ts. Oy es ay ats ia” aie . i 
ativell a ree Aaa Pie > Pries Be ei tags 4 : ids Be i oe E 
adve Eas te Mig ie ee ee Bie ae Sy is ee * wee . sh ey 
O listen bo ot wie. > FE vba Sk tak, hae of oe ae a 
ay "eh eee es 3 7 a Pe risa “os {See Ae ae + . ey eae o - ‘a8 aie a, 2 a 
day fi 7 ess gt Ye ee Fee tw ee |, pelle ei oa. ora = oe 
ed a 9] : ee Yk Te Fates ae io wie ne oe 
y Ad PE ea baer 2 eae On wee - “ ae bite oo ay. Be 
dio eft a? ee! a 
‘ ; ee ae, > 2 aes Ps at imme Rae IL ae feat 
ee ee _" . ee te . eae — anes 
ae eee g . bg (ees SA as os zs ; a i 3/5 
+ eee a a ae co he 2. eee q ee ie 
YS Be sae . ee a ui0 Be is Ma ot 4 i os 
rg BS wat i ei aah BE See) ae es a ee ie - mE se na ae: 
meee tS pe y fg ane : a igs — a ; 
4 Bee ~~ eae a nee _- oa ay 
ii os. ae ee 
-. Oe te “ai | ; » So 
s feel 1 a sil Es 7 
AOR gee : 
he Bl ae we 
ously v a => nn 
1 radio _ ee 
that e or 7 
is sold mf 2 
f liste ~—s 
| a ts eal 
: J eee 
ita ao ‘3 3 >< 
er 
rt isin . —— 
E : me Oe : 
| = 
sie 
ch ¢ 
anu 
Previ fy 
ith CBS 6 
lage! ad 
€ » ee Persie 
o ee - 
‘ — 
* rete = 
ng syst we . 
te ts eae 2 
ot ia 
Né m¢ a 
J, Findli > ms 
ae 
ViOTE -_ aie 
—_ 
se <t s 3 
y : 7 4 | 
se . a 
4 . ; 7 rs =z £ 
. rint a : Z : . ? Ci tee : 
ce P , i wae : ; : 
p =: ae 
- ee Be 
<a Re 
® bietee * - ug 
) ee 
ae 
co) ate “gee 
ey hae 
ib ‘ * See: Be Si 
} é ~ Bac a ae 
ery. " . j : - pitels, Hot De 
ea I | } ; Rast anne anne 2 
; eae bese. | 3 Scho elaute a 
: , f of Mass Feed- dostrial Ca EY a 
: : pee ene Mees | ma & teclat o# rr 
j I Hewsing Sed = P ; . aw Other last Bre ie: 
 @ GAZtINE ae P| 
| a | | 
a i " 
7 a ne ¢ | 
of - . 
a ae 4g BP r " 
iF ——_$_ CHINE ’ a 
7 ; <<< — —— a = r 
. ss a 
<= . - ; " E ‘ ~ 7% ‘ rs * 4 . i Bs ‘ 2 5 Be. . u z i ‘ , ; ‘ oe ; 


ABC Membership 
at All-Time High, 
Thomson Reports 


Chicago, Oct. 19.—Despite war- 
time conditions, membership in 
the Audit Bureau of Circulations 
stands at an all-time high, P. L. 
Thomson, president, advised the 
organization’s 30th annual meet- 
ing here today. 

The membership has reached 
2,326, a net gain of 164 during the 
past year, the ABC president de- 
clared. During the same year, the 
Bureau made 1,789 audits, the 
largest number it has ever com- 
pleted in a single year. 

Mr. Thomson, who was reelected 
president, said that the limited 
supply of paper, which curtailed 
most forms of circulation promo- 
tion, simplified the auditing job in 
1943 and ’44, and warned that this 


condition cannot last. He declared | 


i train new auditors so as to bring 


the staff up to its normal quota in 
time to meet the postwar auditing 
needs of the members when mate- 
rials and manpower will again be 
plentiful in the publishing world.” 


Other Officers Reelected 


Other officers reelected to head 
the ABC in 1945 are: G. R. 
Schaeffer, Marshall Field & Co., 
Chicago, secretary; E. Ross Gam- 
ble, Leo Burnett Company, Chi- 
cago, treasurer; H. H. Kynett, Ait- 
kin-Kynett Company, Philadelphia, 
lst vice-president; Ralph Starr 
Butler, General Foods Corpora- 
tion, New York City, 2nd vice- 
president; and Fred Bohen, Suc- 
cessful Farming, Des Moines, 3rd 
vice-president. 

Directors were reelected, with 
the exception of Mason Britton, 
chairman of the War Plants Utili- 
zation Committee, who is suc- 
ceeded by Howard Ehrlich, Mc- 
Graw-Hill Publishing Company. 

Reporting on the study under 
way a year ago to discover meth- 
ods of simplifying ABC audit re- 
ports by eliminating, at least for 
the duration, certain information 
not now in demand by buyers, 


that “steps are being taken to| Mr. Thomson said: “The commit- 


tee of directors which made the 
survey has not found the field 
fruitful and its only recommenda- 
tions are to eliminate for the time 
being the interim reports, and to 
reduce the size but not the con- 
tent of the newspaper publisher’s 


| Statement. The board has also de- 


clared a moratorium for the year 
of 1944, upon the necessity of pub- 
lishers’ reporting the population 
breakdown of magazine and farm 
paper circulation by towns, but 
allows them to use the ratios 
established in 1943. 


Figures Compiled Easily 


“In general, the committee 
found that the form in which pub- 
lishers keep their circulation data 
is now so standardized and the 
information itself is of such value 
to the publisher that it requires 
practically no effort to draw it off 
and enter it into its proper place 
on the ABC form.” Mr. Thomson 
added that he hoped buyers of 
advertising will take note of this 
finding, which disclosed that “all 
of the information on ABC re- 
ports is essential to the intelligent 
appraisal of what a_ publisher 
offers for sale.” 

Declaring that audited circula- 


tion is now looked upon in the 
U. S. and Canada as “standard 
practice” by newspapers and mag- 
azines, Mr. Thomson asked why 
this fact is not more often used 
by publishers in promotion. He 
said that 96.8% of the current 
47,035,430 total circulation of daily 
newspapers in the U. S. and Can-. 
ada is ABC; while 83.7% of the 
total magazine circulation of 177,- 
398,910 in the U. S. and Canada 
is similarly verified by the Bureau. 

ABC membership gains over 
1943 in the U. S. include: National 
advertisers—290, up 37; local ad- 
vertisers—37, up 2; agencies, full 
service—68, up 4; associate and 
duplicate service—68, up 9; news- 
papers—1055, up 21; weekly news- 
papers—259, up 75; magazines— 
212, up 8; farm publications—57, 
down 2; and business papers—278, 
up 10. 

Signal wartime achievements of 
the British ABC were cited by 
Mr. Thomson, who said that C. W. 
Stokes of the Canadian Pacific 
Railway Company, now his com- 
pany’s representative on the ABC 
in London, reports an increase 
of 19% in membership since 1941. 
Actual 1944 membership figures 
of the British ABC show an in- 
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*BUSINESS PUBLISHERS 


INTERNATIONAL CORPORATION, 330 


—_ 


qupesTRia 


27th Annual Review Editions. Big, important, issues 
that will bring to the Latin American Industrial and 
Construction fields the record of the year’s achievements 


in a pictorial and descriptive presentation. 


Mighty 


valuable reference issues for the paid-subscriber readers 
of these specialized export magazines and the advertis- 
ers’ best economical buy for continuing contact with the 
Latin American Industrial and Construction fields. 


* * 


4 cums | (pu | 


* 


29th Annual Edition of EL AUTOMOVIL AMER- 
ICANO and 22nd Annual Edition of THE AMERI- 


CAN AUTOMOBILE 


(Overseas 


Edition). For 


the automotive industry of this country and the auto- 
motive trade abroad these Annual Review Issues are 
really an “Automotive-Service-Industries-Show-in- 
Print”. Advertisers meet up with the paid-subscriber- 


reader-buyers of these specialized export magazines 
who are planning and eagerly awaiting the green light 
to move ahead to bigger and better business with Amer- 
ican automotive manufacturers. 


* * 


* 


21st Annual Review and Direc- 


FARMACEUTICO 


and 


tory Issue. 


Presenting to its 


Latin American Drug Trade 


Health Field 


paid-sub- 


scriber-readers the record of the 


year’s achievements. Made an even more valuable ref- 


erence edition because it will contain the Annual Direc- 


tory of the industry’s 


exporting 


manufacturers, 


products and Latin American representatives. 


[ Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co. (Inc.) | 


WEST 42nd STREET, NEW YORK 18, N. Y. 
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buy a battleship 
—every week ! 


tae hoes 


ante 
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‘Yov've hacked the attack—now speed the Vic! if 


Out NAME GOES MERE 


BOOST—This Treasury 6th War Los 
magazine ad calls attention to th 
record of war workers whose regula 
purchases of bonds make up the bac; 
bone of the bond-selling program. Dy: 
ing the 6th Loan drive, Treasury hops 
that payroll savings purchasers will 
ceive the same recognition that con 
munities bestow on occasional buyer 


crease of 14 for a total of } 
national advertisers; an increas 
of 10 for a total of 60 agencie 
and an increase of 35 for a tot 
of 146 publishers. 

The ABC, it was announced, hz 
added the following new men. 
bers: 

Advertisers: National Cas 
Register Company, Dayton, ( 
Imperial Life Assurance Compar 
of Canada, Toronto; Mutual Broac. 
casting System, New York, ar 
Saks-Fifth avenue, New York 

Agencies: Ivey & Ellington, Ne 
York; W. W. MacGruder, Denve 
Ronalds Advertising Agency Ltc 
Toronto, and Young & Rubican 
Toronto. 

Newspapers: Reporter, Inde. 
pendence, Kan.; Gazette, Indiana 
Pa.; Sunday Telegram, Lowel! 
Mass.; Courier-Times, New Castle 
Ind., and News, Newton, Ia. 

Business papers: Air Transport 
New York; Aviation News, Nev 
York; National Carbonator & Bot- 
tler, Atlanta; Pacific Pulp & Paper 
Industry, Seattle, and Wester 
Machinery & Steel World, Sar 
Francisco. 

Magazines: Asia and the Amer- 
icas, New York; Canadian Jewis'! 
Review, Montreal; Pacific Motor 
Boat, Seattle; Screen Stars, Ne 
York, and World, New York. 

Farm paper: Oregon Grang 
Bulletin, Portland, Ore. 


Michigan to Boost 
Home-Grown Potatoes 


An advertising campaign to p! 
mote sale of Michigan potatoes t 
consumers living within a 600: 
mile radius of the state’s potal 
growing centers, is being planneé 
by the recently-formed Michigal 
Potato Development Associati! 
and Michigan State College 4 
Lansing. 

According to C. L. Nash of te 
college staff, the campaign 
prompted by the fact that 194 
Maine shipped nearly three tmé 
as many carloads of potatves | 
Detroit as did Michigan g:oweé! 
and shipments from Idaho equaiee 
Michigan shipments. Bette» mer 
chandising and packaging prac 
tices by the industry will |\so 
encouraged, he said. 


Bruck to Hollywood 


Franklin Bruck Adve 
|Corporation has opened : 
wood office at 5874 Hi 
Blvd. Howard Blake will 
the branch. 


[ I | Jo Sell 

Tt ancuurecruns MIN 
| i 8 who will contro! °4%° 
300 MILLIONS Al ‘UAL! 


spent on STO &5 
and SHOPS, r« ch 


more of them 


Pencil Points 


The Magazine of Arch 
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VINTAGE OF 1913 —front page of 
an Atlanta Journal Sunday Magazine; then 
one year old. The Journal magazine was 
the first such supplement to be published 
by a Southern newspaper; has appeared 


continuously since 1912. 
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2&2) The Atlanta Journal.” = 


AIO NEO 


THE ATLANTA JOURNAL'S NEW SUNDAY 
MAGAZINE I$ 32 YEARS OLD!... 


9 ()% of the WOMEN 


™ 82% ofthe MEN. 


~~ 


of a Quarter Million Families 


RR TS 


Publication Research Service 
shows this kind of readership 
for The Journal Magazine. 


An idea of how the new publication 
will be read comes from these find- 
ings of Publication Research Service. 
Their survey of the Sunday paper. 
August 6, 1944, shows 90° of the 
women and 82% of the men reading 
The Journal Magazine (in its present 
format). Of all those interviewed. 
75% of the men, 85°. of the women 
READ some editorial feature. And 
that is the backlog to which the new, 
much improved magazine falls heir 
Sunday, January 7, 1945. 


No problem of building readership, or gaining acceptance for advertisers, 
will confront the new rotogravure printed Journal Magazine. When it 
makes its appearance in Southern homes, January 7, 1945, it will not be 
sticking its foot in the front door as a stranger. 


Each Sunday for 32 years — since 1912 — Journal families have been 
reading and liking a Journal magazine. The new publication will be their 
same old friend; hefty with additional pages, brilliant with color and roto 
reproduction — plus many appealing pictorial and editorial extras. Its 
character, the basic editorial formula that has built for it an enviable read- 
ership (one of the highest in newspaper records), remains the same. For 
more about this readership — the pay-off to advertisers — see chart and 
column to the left. 


Che Atlanta Journal 


Covers Dixie Like the Dew 


Journal Sunday circulation 249,918 

largest in the South. Magazine sales rep- 
resentatives: The Metropolitan Group: 
Sawyer-Ferguson-W alker Company. Space 
is available in 4-color, spot, duotone, mon- 
otone. Page size, 200 lines x 5 columns. 
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Asks Industry 


Support of New 
$200,000 Campaign 


Cleveland, Oct. 19.— With a 
minimum fund of $200,000 as its 
goal, the National Warm Air Heat- 
ing and Air Conditioning Associa- 
tion is asking manufacturers, job- 
bers and dealers to support a pro- 
posed sales promotion and adver- 
tising program. * 

While association leaders hope 
that an even greater amount will 
eventually be pledged, they said 
at least the $200,000 minimum 
amount must be subscribed to 
before any program is launched. 
Commitments are being sought 
now from the member companies, 
distributors and retailers. 

No media have been decided 


upon, although the general pro- 
gram approved by the associa- 
tion’s board of directors cites the 
various types of magazines in 
which advertising might be placed. 
Likewise, no agency has been se- 
lected to handle the proposed 
campaign. 


H. P. Mueller, president of L. J.| pointment of 97 distributors to|combinations, is contemplated. - . 
Mueller Furnace Company, Mil-|handle the new Westinghouse| Adequate sales* and promotional | ig ry! 


waukee, is president of the indus- 
try association. Association head- 
quarters are located in Cleveland. 


Free Space to Vets 


Modern Plastics and Modern 
Packaging, New York, have an- 
nounced that free classified adver- 
tisements will hereafter be ac- 
cepted from honorably discharged 
servicemen who have had some 
previous experience in the field of 
packaging or plastics. The cash 
value of the insertion is $5. 


Advertising Age, October 1944 


organization will be located at| 


Westinghouse 
Names 97 Jobbers home receiver field after a 16-year 
for New Radios 


Baltimore, Md., Oct. 18.—Ap-/of models, including phonograph 


radio receivers in this country and| Support will be given retailers, 
in Hawaii was announced here| Mr. Donley declared. 

today by Harold B. Donley, man- 
ager of the radio receiver division, 


Company. 


politan area, all distributorships| scale campaign for Sterling pack-| ers 
are exclusive, Mr. Donley said.| age salt, with the theme “Avoid 


clusive. Engineering and design-| appear twice a week in news-|Ha 


ing work on the new sets is already | papers and in color pages in con-|Paul, chairman; Adolph 


under way at Baltimore, but as|sumer magazines. In addition,| Ad 


soon as a production go-ahead is|radio stations in key cities will|Col., first vice-chairman; (.;| \ 
Badenhuasen, P. Ballantine | 


given, the entire home receiver} carry musical spots. 


of 


lar 


to 
to 
dit 


an 


ter 
ral 


at 
for 


| Yo 
St. 


s 
ig pe returning to the | Beer Foundatic 1] 
absence, plans to produce sets for d USBA lJ Pe 
ware aot OW receplon, & variety | ns; 


New York, Oct. 18.—To 
a united front against the win 
. . . activities of the dry forces |); 
Westinghouse Electric & Mfg. Begin Sterling Salt Series States Brewers’ 
International Salt Company,| Brewing Industry Foundat 
Except in the New York metro-| Scranton, Pa., is launching a large- | merged as the United State 


! . Officers of the new fou: dati 
Retail franchises will be non-ex-/| ‘Shaker Clog’”. Insertions will}/are Herbert J. Charles, Ti 


| Sons, Newark, second vice-chaiy. 
;man, and Edward V. Lahey, Smit 
Brothers, Inc., New Bed for; 
Mass., treasurer. C. D. Willian 
for some years executive head 4 
USBA, becomes secretary. Thy 
position of Hugh Harley, secretan 


Foundation, has not been ap. 
nounced. 


USBA, formed in 1862, is th 
second oldest trade association 
the country. Its activities in re 
cent years have been centere 


option elections. BIF, created b 
| USBA in 1936, has been devote 


| sold.” 
Since 1938, BIF has conducte 


| through Newell-Emmett Company 
and more recently through J. Wal 


penditure, primarily in magazine: 
|is now at an annual rate of about 
| $350,000. Plans for the 1945 cam- 
| paign will not be made until Jan- 
juary. The over-all advertising 
| budget of BIF has been estimate 


| professional papers, etc., and $450.- 
| 000 for space in 3,200 newspaper! 
Until recent years, the brewing 
|industry was represented by sev- 
|eral national associations. Brew- 
| ing Industry, Inc., and America! 
|Brewers Association then merge 
/under the latter name, an 
American Brewers later joined 
' with USBA. 


Opens Sales Office 

Newspaperman, monthly journal 
| of writing by newspapermen, Hyde 
|Park, Mass., has opened a Nev 


newspaper representative field 
New York and Chicago, has bee! 
appointed advertising manager !! 
|New York. 


Associat 
’ Foundation. 


mm Brewing Compa: 5 


oor 


olph Coors Company, Ider 
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Second Oldest Group 
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the “maintenance of good cor 
ions wherever beer or ale 


advertising campaign, fir: 


Thompson Company, on a mo 
e theme. Its advertising ex. 


$1,100,000, of which $650,000 | 
magazines, farm publications 


rk sales office at 100 E. 42! 
Harold M. Tveter, formerly 1! 
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YOU NEED 


| ™ want something new, something 
different, something you can't get 
today—and there are 129,999,999 
other persons with the same idea. 


Very well, you're going to get it. 
Maybe sooner than you expect. Par- 
tial conversion and diversion to 
peacetime pursuits is already in 
progress. If it’s an aluminum stew 
kettle you want, for instance, you'll 
probably get it some time before the 
last shot is heard round the world. 
However— 


It is expedient to temper desire 
and enthusiasm with fact. When the 
time comes to shift from making war- 
time materials to peacetime goods, 


industry that day faces a tremendous 
task. Every machine, every die that 
has been shaping a part for the war 
machine has to be changed. The sim- 
pler items, the ones easiest to make, 
will be the first on the market. The 
more complicated will follow, one by 
one. It will be a process of evolution, 
rather than revolution. 


Industry will keep you informed 
of these matters and tell you what 
it some day will have to offer — 
through its advertising. In Philadel- 
phia, for instance, it finds the job of 
telling the public comparatively 
easy. For nearly 4 out of 5 families 
in our third largest city are reached 
by one newspaper. 


That newspaper is The Philadel- 
phia Evening Bulletin. It is a news- 
paper that goes home in this City of 
Homes. It has with notable success 
maintained and broadened its reader 
interest in these days of wartime 
handicap. It has a daily circulation 
of over 600,000—the largest evening 
circulation in America. 


IN PHILADELPHIA 
NEARLY EVERYBODY 
READS THE BULLETIN 


Buy more War Stamps from your newspaper boy 
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NOW AVAILABLE 


To Drug Trade Firms In 


ILLINOIS 
IOWA 
KANSAS 
MINNESOTA 
MISSOURI 
NEBRASKA 
NORTH DAKOTA 
SOUTH DAKOTA 
WISCONSIN 


The Merchandising Experience and 
Drug Product Selling Skills Of 


ARTHUR F. SCHULZ 


Art Schulz has been appointed Chicago Representative for 
DRUG TOPICS. 


With this appointment his knowledge, his experience and 
his creative planning capabilities are made available to 
every manufacturer in the territory who sells through drug 
stores and to every advertising agent who handles a drug 
trade account. 


So that you may judge for yourself just how much help, 
information and constructive thinking you may expect from 
Art Schulz if you decide to use him as an aid in the solution 
of your trade promotion problems, we print his record 
below—unvarnished, ungarnished. 


PHARMACY BACKGROUND: 
Graduate Kansas City College of Pharmacy, 1925. 


RETAIL EXPERIENCE: 


1925-1929—Paul J. Mason Drug Company and Walgreen Com- 
pany—Kansas City, Mo. Compounding prescriptions, retail 
selling, store management and store supervisory capacity. 
1930-1931—Owned and operated own retail drug store—23rd & 
Holmes (opposite Research Hospital), Kansas City, Mo. 


SELLING EXPERIENCE: 


1931-1933—E. R. Squibb & Sons—Salesman in Kansas City and 
St. Joseph, Mo. 


WHOLESALE EXPERIENCE: 


1933-1934—E. R. Squibb & Sons. Transferred to Chicago, in 
charge of wholesale operations for twenty-two midwestern 
states. 


SALES MANAGEMENT: 


1934-1936—E. R. Squibb & Sons. Transferred to Denver, Colo- 
rado, as District Manager of eight midwestern states. Respon- 
sibility for managing salesmen, contacting major retail accounts 
and hospitals, and detailing physicians. 


FURTHER SALES MANAGEMENT AND GOVERNMENT 
OPERATION: 


1936-1938—E. R. Squibb & Sons. Transferred to Washington, 
D. C., as District Manager of five states and to establish closer 
relationship with procurement officers of government agencics 
in D. C. 


NATIONAL MERCHANDISING EXPERIENCE: 


1938-1939—E. R. Squibb & Sons. Transferred to New York 
Office to assist Clyde Eddy, Merchandising Manager, in setting 
up a practical and self-motivating plan of coordinating the deal- 
ers’ merchandising efforts with the company’s advertising. 


NATIONAL SALES MANAGEMENT OF PRODUCTS: 


1939-1941—E. R. Squibb & Sons. Sales Manager of the Home- 
Necessities Group of Squibb Products, including such products 
as Dental Cream, Shaving Cream, Aspirin Tablets and other 
Medicine Cabinet Products. This involved sales forecasting, 
package designing and advertising. 


GENERAL MANAGEMENT: 


1941-1944—VITAMINS Plus Division of Vick Chemical Com- 
pany. Went with Vick Chemical Company as Sales Manager 
for VITAMINS Plus. This offered an excellent opportunity for 
rounding marketing and advertising experience. In addition to 
production, advertising planning, development and market test- 
ing of new products, a good part of his time was spent in 
holding concentration sales with chains, working with depart- 
ment stores in the field, and participating in vitamin schools 
and on programs of state pharmaceutical associations. Experi- 
ence includes taking a formula of a product, developing it into a 
drug product and carrying through the actual market testing 
with the dealer in the field. 


PERSONAL NOTE ON MARKETING: 


Throughout the various phases of the marketing experiences 
outlined above, the one phase in which Arthur F. Schulz has 
been most interested is that of mercnandising, viz., the syn- 
chronization of the forces of advertising with display and 
personal salesmanship. 


Tests in retail stores, all sizes, in large and small cities, showed 
increases in retail sales from 150% to 500% over normal retail 
sales when a simple coordinated program of selling was put 
into operation. 


These retail sales achievements were accomplished with such 
regularity that Art Schulz was prompted to explore the possi- 
bilities of developing this market-operation and has pursued the 
study. 

It is a solid Schulz conviction that the effectiveness of adver- 
tising can be increased tremendously through the efforts of 
merchandising; that the effectiveness of merchandising depends 
to a very great extent upon the equation existing between the 
manufacturer and the retailer, or between the expediter and 
the retailer; and that tomorrow’s marketing will place greater 
emphasis on merchandising than heretofore. 

K - + 
Ii you'd like to use the kind of experience that this record 
recounts without cost or obligation, the name is Schulz— 
the Chicago address is 43 East Ohio St., Chicago 11, TI. 
—the phone number is Superior 1065-1066, 


DRUG TOPICS 


330 West 42nd Street, New York 18, N. Y. 
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John Knight Buys 
‘Chicago News’ 


Chicago, Oct. 19.— Control of 
the Chicago Daily @ews, one of 
the country’s mos@important 
newspapers, yesterday passed into 
the hands of John S. Knight, 50- 

year-old dy- 
e , *“namic-presi- 
‘ . dent of Knight 
rs Newspapers, 
Inc., and editor 
and_ publisher 
of the Detroit 
Free Press, Ak- 
ron Beacon- 
Journal and 
Miami Herald, 
through his 
purchase of the 
holdings of the 
estate of the 
late Frank Knox and those of his 
widow. 


J. S. Knight 


Knox’s estate 5,301 shares of com- | 1938 through 1942, and rose to $1,- 
mon stock of Chicago Daily News, | 010,000 last year. 


Inc., and a 63 14/22% interest in 
Daneco Corporation, which owns 


With the acquisition of the Daily 


|News, John Shively Knight takes 


226,300 of the 400,000 shares of| another long step forward in the 


common stock of the company, 
plus smaller amounts of stock 
from the widow. 
lisher and president thus owns 
about one-third of the company’s 
voting stock, but controls the or- 
ganization by controlling Daneco. 
The publishing company carries 
assets of more than $24,000,000 on 
its books, but more than half of 
these consist of intangibles such as 
circulation, good will and Associ- 
ated Press membership. Physical 
assets are carried at a depreciated 
value of $8,903,000, consisting 
principally of the huge Daily News 
building. Funded debt is $6,632,- 
000, including a mortgage of 
almost $5,000,000 on the building 
and direct funded debt of $1,691,- 
000 on Chicago Daily News, Inc. 


Profit Exceeds $1,000,000 


Net profits of the company, after 
taxes, ranged between $1,000,000 


The purchase involved a cash|and $1,500,000 annually from 1932 
transaction of $2,151,538, for which! through 1937, fell to an annual 


Mr. Knight 


secured from Col.| average of $675,000 for the years 


| meteoric 


newspaper expansion 
career which he initiated almost 


The new pub-|exactly seven years ago by pur- 


chasing the Miami Herald and fol- 
lowing up this purchase with that 
of the Miami Tribune, which he 
discontinued. 

Less than a year later—in 1938 
—he cleared the field in Akron, 
whose Beacon Journal he headed 
after his father’s death, by pur- 
chasing and _ discontinuing the 
Times Press, Scripps - Howard 
paper, and on May 1, 1940, he pur- 
chased the Detroit Free Press. 


Started on ‘Beacon Journal’ 


A “newspaper man’s newspaper 
man,” Mr. Knight learned all 
phases of the business by working 
on the Akron Beacon Journal, 
owned by his father, in editorial, 
circulation and advertising capaci- 
ties while still in school. He was 
managing editor of the Beacon 
Journal for eight years, and also 
served as editorial director of 
other Ohio papers. Considering 


himself primarily an editorial man 
(he is currently president of the 
American Society of Newspaper 
Editors), Mr. Knight nevertheless 
has a full and sound appreciation 
of the business side of newspaper 
operation, and is by no means a 
novice in the advertising field. 

In a brief statement on acquir- 
ing the Chicago News, Mr. Knight 
pledged the paper to continued 
political independence, ‘‘dedicated 
solely to the public service,” and 
declared the newspaper will ‘‘con- 
tinue to reflect the enterprise and 
progressive spirit of the Midwest.” 

No announcement of staff 
changes has been made. 


Carey to Durstine 

Philip Carey Mfg. Company, 
Cincinnati, producer of building 
materials and industrial products, 
has appointed Roy S. Durstine, 
New York and Cincinnati, to direct 
its advertising and marketing 
plans. Account executives will be 
Frederic Kammann and Jack Hig- 
gins of Durstine’s Cincinnati office. 
This account was recently re- 
signed by S. C. Baer Company, 
Cincinnati. 


By the close 


of 1944 


000,000 


people will 


have visited 
Modern Plastics’ 


Exhibits ! 


ODERN 
LASTICS 


rm 


. the only ABC plastics paper 
. the authority on the subject 
. the established institution in its field 


Wy 


U 


_ one of America’s great industrial publications! 


The first public presentation of the Modern 
Plastics’ Exhibits was made in New York in 
1936... During the eight years to follow, 


these exhibits, keeping pace 


with the prog- 


ress of the industry, have fulfilled numer- 
ous public engagements in principal cities 
throughout the country . . . And as we go to 
press, the latest showing—from October 9th 
to 14th, 1944, will have been accorded the 


populace of Memphis, Tenn. 


As a result of this sustained undertaking, 
a public audience of 6,000,000 has already 
been brought closer to plastics . . . 

As will many, many thousand more con- 


sumers, because: 


On November 13th-14th, 1944, the Exhi- 
bit is to be presented in New York at the 
Waldorf Astoria Hotel in conjunction with 
the convention of the Society of the Plastics 
Industry. From November 18th to 25th, a 
continuous showing is being arranged for at 
Kresge’s Department Store in Newark, N. J. 

Beginning early in 1945, the Exhibit will 
be travelled to the west coast; strategic stop- 


overs having already been 


scheduled for 


Los Angeles, San Francisco, Seattle, etc. 
These Exhibits represent an industrial 
service. Their undertaking has been and will 
continue to be strictly a non-profit veture. 
Contributed by Modern Plastics Magazine as 
part of its purposeful program, they are in- 
tended primarily to make more people more 


conscious of plastics. 


MAGAZIN 


PUBLISHED BY MODERN PLASTICS, 
122 EAST 42nd STREET, NEW YORK 
Chicago * Washington * 


Cleveland «+ Los Angeles 


MEMBER AUDIT BUREAU 
OF CIRCULATIONS 


INC. 
17, N.Y. 


Advertising Age, October 


>, 14g 
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N.Y. Retail H« x 
Urges Increas 
in Newsprint 


Albany, N. Y., Oct. 19. 
the merchant is provided 
opportunity to advertise,’ 
tion and distribution 
down,” John C. Watson, ; 
of the New York State C 
Retail Merchants, said in 
this week to J. A. Krug, 
rector of WPB, advocat 
“the supply of newsprint 
creased as soon as possi! 
| V-E Day.” 

“Advertising has proba! bee 
more severely rationed ¢ 
culation,” Mr. Watson said. “7, 
shortage is creating a de 
situation for retailers, especig, 
in the larger. cities where : 
media have been sorely affecy 
by the sliding scale of n« 
per cent reduction, imposed 
WPB. 

“Advertising will be the sp; 
that will fire our economic «& 
gine .. . following the collapse 
Germany,” Mr. Watson  adde 
“The relaxing of rationing for x. 
vertising space, more than ay 
single factor, will supply work x 
wages to millions and build fac 
ries, stores, and great organi 
tions, and stimulate the coura 
| and will, so necessary in the cri 
| cal days ahead.” 
| Mr. Watson said that he wro 
| “in behalf of many thousand ret 
|merchants” in New York state 


Florida Citrus to 
Open $1,000,000 


Drive in Decembe 


Lakeland, Fla., Oct. 20.—Fi 
| phase of the $1,000,000 campaig 
| Florida Citrus Commission w 
| sponsor during the coming ye 
will appear in the Sunday suppl 
ments of leading newspapers 
cities east of the Mississippi t 
| first week in December. Fre: 
fruit, including oranges, tange 
ines and grapefruit, will be pr 
moted in newspapers, with 62 
| of the total appropriation going 
|}into that medium. 

Florida’s canned fruits and fru 
juices, for which 38% of 
| budget has been set aside, will & 
| promoted with color pages in tl 
March issues of national mags 
zines. A larger proportion of bot 
|newspaper and magazine adver 
| tising will be placed in Ohio ani 
Illinois than in eastern states fo 
|the purpose of holding Florida} 
| market in those midwestern are: 
where competition from Califor 
fruit products is increasingly keen 

Eleven staff contact men hav 
| been specially trained for this 
| year’s campaign to contact chail 
| Stores, supermarkets and orgat 
| ized independent stores. Sales pre 
motion will be backed up by point 
|of-sale display materi i 
| special consumer publicity \ ill & 
placed in house organs, pe! Cé 
|} and through radio food anc nut! 
| tion commentators. 
| Agency in charge is B« 
| Bowles, New York. 
| 


‘McCall Promotes W * 


| Donald E. West, forme ss: 
|ciate director of promot and 
|market research of McC Ci 
poration, New York, and ny 
|}on leave of absence as c tal 
in the periodical and pn 
|section, printing and pt 
division of WPB, has |! 
pointed director of ma) re 
search for McCall. 
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300 MILLIONS 


HOSPITALS in the 
- POST-WAR MARK 
Tell them your story | 


Pencil Poi 


The Magazine of Archifl 
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_ each week in the news pages of The Every week and week after week the im- 


portant news of national affairs is spot- 


analyzed in pictures, Pictograms and in 


t simple English clear, crisp, concise. 
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- Appoints Rickard 
; ? Rickard & Co., New York, has 
been appointed advertising coun- 


sel 
Ne 
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McKinsey Names Partners 


Harrison A. Roddick and Alf E. 
Werolin have become general part- 
ners of McKinsey & Co., manage- 
ment consultant, New York. Both 
have been principals of the com- 
pany for several years. 


for Keller-Dorian Corporation, 

w York, manufacturer of pack- 
ng and industrial papers and 
inless metal foils. 


Are You Interested in the Tremendous Purchases of Catholic Churches, Schools and Institutions? 


CHURCH PROPERTY ADMINISTRATION 


Covers the Field----From Coast to Coast. Published Bi-Monthly at Milwaukee, Wis. 


‘CP’ Range Group 
Lifts Ad Budget 
to $70,000 Basis 


New York, Oct. 19.—The 20 
manufacturers of “Certified Per- 
formance” gas ranges, affiliated 
with the Association of Gas Ap- 
pliance & Equipment Manufactur- 
ers, have boosted their budget for 
joint promotion from the current 
$50,000 to an annual basis of $70,- 
000 for 1945. For the first half of 


1945, $35,000 has been appropri- 
ated. Plans beyond that date will 
depend on war conditions. 

The campaign, through Wort- 
man, Barton & Goold, will tie in 
with some $6,000,000 being spent 
in local and national advertising 
annually by the gas industry. 
Full-page ads will appear in pub 
lications reaching appliance deal- 
ers, furniture, hardware and 
department stores, and the archi- 
tectural and building fields. A pro- 
motional kit for dealers will con- 
tain window displays, newspaper 
mats, guides to the selection of 


a 
"4 4 
\e 


7 a 2 


an ANNOUNCEMENT... 


to advertisers and agencies 


The Magazine Division of Triangle Publications, Inc. announces that, following the appearance 


of the issue dated January, 1945, CLICK Magazine will suspend publication. 


We recognize that the suspension of a profitable magazine with a circulation of a million copies 


a month involves an unusual decision and that the industry deserves a full explanation. 


On September Ist, 1944, after long and serious planning, we brought out a new monthly maga- 


zine called SEVENTEEN exclusively devoted to the significant requirements of the teen-age 


girl. On the first issue a print order of 400,000 copies sold out completely within a few days. For 


October the print order was increased to 500,000 with the same result. 


As further evidence of the timeliness of this new publication, the company received literally a 


flood of endorsements from all over the country, embracing every segment of the social and 


business fields—all of them heartily approving the broad scope and constructive nature of the 


new publication. 


We are convinced, therefore, not only that SEVENTEEN meets a current need, but that the 
teen-age group for many years to come will increase in its importance. 


As is so often the case with sound ideas, the benefits of success are manifold and we recognize that 


the publishing potential of the new venture is a vast one. 


The tonnage restrictions imposed by the War Production Board, the limitations in the available 


supplies of quality magazine paper, and the problems of production in our plant, made it impos- 


sible for us to permit the normal growth of SEVENTEEN without a major decision such as was 


made. The suspension of any other magazine published by this Company would not have solved 


the problem. 


We are particularly appreciative of the support which you and other advertisers previously gave 


CLICK, and which you are currently giving to SEVENTEEN and our other publications, and we 


sincerely regret that the decision to suspend CLICK became inevitable. 


TRIANGLE PUBLICATIONS, INC. 


Salter. lr. 


PRESIDENT 
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salesmen and to store 
and preliminary sales tra 
terial. 
Ninety-five per cent . 
utilities will promote g 
bearing the “CP” seal, s 
C. Ginn, chairman of th 
of the association. In 
three months 5,000 dea 
requested and received 
terial. 
James I. Gorton, from ‘ 
Barton & Goold, has 
pointed promotion direct 
program. 


Smith to Spector 

Ned Smith, formerly 
copywriter of Kenyon & | 
and previously with ( 
Ewald Company, New \Y 
joined the executive stafi 
mond Spector Company, 
York. 


Wolf Promoted 


Robert Wolf, salesman for Cy 
stairs Bros. Distilling Compa, 
New York, since 1939, h 
promoted to supervisor of s; 
chain stores for Carstairs iy 
New York area. 


HAIRE 


PUBLICATIONS 


EXCLUSIVE COVERA( 
gives your clients 
INTENSIFIED 
READERSHIP 


Because each Haire Paper spe 
izes . . . ads in your clients’ » 
Haire Publications bring th 
select, concentrated readers} 
Every major field has one bu 
bible . . . one specialized He 
Publication that covers the mar 
thoroughly and exclusively. 


(fae 
DHAIRE eecmree <2) 
aus 
The Haire 2-point plan makes sens: 


these days of future planning: 


ADVERTISE . . . as you sul .. 
direct to your buyers. 


HELP THEM today, so you can 
sell them tomorrow! 
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| It doesn’t pay to overlook the simple 
ons ae’ 
vVERA@ §=s fact, that the only way to sell more 
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ae wal stuff is to tell more people about it. » 


clients’ 9 
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ogi Take Columbus and Central Ohio 


y \ 
S) for instance. The Columbus Dispatch 


uke: sense 


ing: | \ 
‘ou sell .. 


; | gets into twice as many homes around 


| 


> you can % 


here as any other medium you could 


advertise in. And take our word for 


\ 


it, that’s a lot of homes. \ 


\ 


That makes it pretty easy to figure 


\ 


why the advertisers who use. The \ *La Palina cigars are one of the 770 exclusive 


advertising accounts in The Columbus Dispatch 


Dispatch get most of the money in : 


1 \ 

F this 29 county market. What’s more, ~- 

Al viv cctccstemer sean Golumbus Dispatch 
' | 0 of these advertisers are exclu- =1 OHIO'S GREATEST HOME DAILY 

7a ns sive with The Dispatch. 
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THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. 8. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 
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Getting Set for Export 


R. W. Gifford, president of| resented by that part of our out- 
Borg - Warner International, told! put replaced by imports. 
the National Foreign Trade Coun- Many new ideas are being de- 
cil at its recent meeting in New/| veloped to insure more effective 
York that American business is| representation in foreign markets. 
not ready for the battle for world | We have been greatly impressed 
markets which will be launched | with the plan just announced by 
following the end of the war. He| General Electric X-Ray Corpora- 


believes that government and_| 


business should work far more 
closely than at present to make 
sure that we are not outdistanced 
by other industrial nations when 
free world-wide exchange of goods 
again becomes possible. 

There are undoubtedly numerous 
ways in which improved govern- 
ment cooperation with business 


tion, a G-E subsidiary, which has 
formed the General Electric Medi- 
cal Products Company as an ex- 
port organization which will sell 
not only G-E products in the med- 
ical and health field all over the 
world, but also those of 35 other 
leading manufacturers. Many of 
| these are specialists who have not 
‘had as complete or aggressive 


men can assist in setting the stage | marketing facilities in the foreign 
for aggressive export sales work| field as they have developed at 


in the not distant future. Since it| 
has been agreed that international 
amity hereafter will depend largely 
upon breaking down trade barriers | 
and enabling commerce among the | 
nations to be carried on with tariff 
walls and other restrictive devices 
reduced to the minimun, it is evi- 
dent that we shall absorb, as a 
matter of national policy, more of | 
the products of other nations than 
in any previous era of our history. | 
This means that in turn we shall | 
be compelled to increase our ex- 
ports as a means of maintaining | 
production and employment rep-| 


home. 


—Electrical Merchandising 


"Let's cet on with the war, Jones, and for-et about taking posi sr orders 
for electrical appliances." 


Political Plagiarism 

The political campaign, as you 
can see from the reproduction 
here, is now revolving around well 
known advertising slogans, and we 


Ag 


Time to Retire 


, 


Independent export sales agen- | 


cies, representing numerous Manu- 
facturers, have been operating 
successfully in the foreign 
for many years, and will undoubt- 


field | 


edly continue to do so. The new)! 


plan adopted by G-E will prob- 
ably appeal to some manufacturers 


in other lines, however, not only | 


because it assures strong and 
aggressive sales and service rep- 
resentation abroad, but also be- 
cause it provides a specialized set- 
up for manufacturers of related 
but non-competitive products. 


What We Don't Know About 
Advertising 


Advertising men like to feel that | 
scientific methods are now being 
employed in the use of what has 
become one of the most powerful 
factors in an industrial economy 
where successful marketing is the 
key to national as well as indi-| 
vidual prosperity. We are mov- 
ing in that direction, and currently 
large and increasing expenditures 
both in 
and marketing 


for research advertising 
procedures 
completely 


methods 


prove 
at advertisers have 
accurate and controlled 

eir ultimate goal 
In the meantime, however, it 
that 


irge areas in the advertising field 


well to realize there are 


are not accurately charted 
io fj thea antle 
iefine these exactly 
c efforts to reduce 


he number and importance of un- 


x fact ) t\ eplace 
em | lefir | wledge 
whic truly scientific methods can 
‘ 1ilt? 
Here is one typical example. An 


important agency was laying out 
a campaign for a new product. 
Newspaper copy had been 
pared, 
of 1,000 lines, to be followed by 
smaller advertisements of 600 
lines. 
able appropriation, this reduced 
the number of insertions to a point 
which the executive on the account 
considered inadequate. After con- 
siderable discussion, the size of 
the larger ads was reduced to 600 
lines and the smaller to 300 lines, 
the number of insertions being in- 


creased accordingly. 


Which plan is better? Few 
would be willing to hazard an 
unqualified opinion. Yet it is such 


questions as this, and there are 
many of them, which must be 
answered through careful checks 
and continual testing, before we 


» Jahilioh 
Can estabdiisn 


to the 


principles applicable 
advertising 
which can be called successful in 


planning of 


advance of its actual appearance. 


ABBOTT 
BOARD 
Newark 1, NJ. 


'say it’s a good thing. If all of the 
campaign arguments and humor 
were as chuckle-provoking as this, 


|} we’d have a good-humored cam- 


paign. Whether there is any sig- 
nificance in the fact that this car- 
toon was sent to us by the Abbott 


Backache Board Company of New- | 


ark, N. J., we do not know. 


Talent Hunt 


A remarkably intriguing “talent | 
hunt” was conducted recently by | 
|the Milwaukee 


Journal in con- 
junction with art circles in Mil- 
waukee, in an attempt to alleviate 
the shortage of fashion artists in 
that city. Letters to art schools 


/and other institutions resulted in 


|87 of the applicants 
cepted. The course was in every | 
respect a huge success, and out of | 


pre- | 
calling for initial insertions! 


On the basis of the avail-| 


applications from more than 200 
for a free three-week, twice- 
weekly course on fashion art, with 
being ac- 


it has come a “Fashion Students’ 
Notebook” which we predict will 
serve as one of the. standard 
guides in this field for many years 
to come. 

The book, of 22 
pages and cover, is packed with 
practical information on fashion 
artwork, going all the way from 


extra-large 


he initiz rawing of > “fashi . : | 
the initial drawing of the “fashion | .ommon sense, will be discussed at | 


figure” through to reproduction 


processes for newspaper work, and | 


it has been made available, in one 
edition, at $1.25 per copy, or 75 
cents in quantities of 10 or more, 
as well as in a deluxe, plastic- 
bound issue printed on one side 
only, at $3. 


Jottings 

Women smokers constitute a big 
segment of the people who use 
book matches in smoking, and 
that’s where A. Stein & Co., 
cago, is going to promote its 
Perma -lift brassieres, “the lift 
that never lets you down.” The 
company is buying space on mil- 
lions of book matches through the 


Chi- ! 


Universal Match Corporation to 
carry its apparel story to smokers 
cities throughout the 


‘in major 
country. The promotion is said to 
mark a “first” for apparel items 
}of this type in book match adver- 
tising. . . 

| The Women’s Christian Temper- 


ance Union is mightily cheered to 


non-official sources,’ that there is 
less drinking of alcoholic bever- 
ages in the chemical warfare serv- 
ice than in any other component 
of the Army. “The fact that the 
chemical officers and troops re- 
gard beer and liquor with disdain 
is not surprising,” says WCTU 
president Mrs. Ida B. Wise Smith. 
“As far as I know the chemical 
|warfare service officer group is 
composed largely of chemists and 
chemical engineers. And who 
knows better than a professional 
man with a chemistry background 
that all grain and other basic ma- 
terials used in making alcoholic 
beverages must first be allowed 
to spoil, or rot, before they can be 
fermented?” .. 


it won’t take years to bring our 
fighting men home—that at least 
| half of them will be in this coun- 
try when the German war ends, 
'and that all those in Europe could 
be brought home in a few months. 
| “It will be policy, not ships, that 
will determine how fast our men 
will come home once the fighting 
ends,” says the agency... 

| A publicity man across the court 
|from Benton & Bowles, on Madi- 
|}son Ave., New York, has found 
|that by using whole grain cereals 
/he can attract five times as many 


| pigeons to his window sill as can | 


'a B&B v.p. with Post’s 40% bran 
| flakes. 

Continuing its campaign to en- 
courage high standards of courtesy 
and consideration in public serv- 
ice, International Railway Com- 
pany, Buffalo, N. Y., is distribut- 
ling a highly-effective booklet, 
|“How to Win Friends for Yourself 
‘and Your Company,” to all bus 
and streetcar operators, as well as 
all other employes of the com- 
pany. Principles outlined in the 
handbook, largely a matter of 


employe meetings, with the book- 
let forming the foundation for the 


public relations section of IRC’s 
instruction course for new em- 
ployes. . . 


Add Better - Public - Relations- 
Dept.: Media representatives who 
call at the office of Charles Bru- 
nelle, Hartford, Conn., public rela- 
tions and advertising counsel, are 
greeted with a heartening out-of- 
town visitors’ card. It offers the 
agency’s cordial help in planning 
the day in the city; use of the tele- 
phone and a desk; and promises to 
aid in any other way that will 
“make your day on the road more 
pleasant and productive.” . . 
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The following documen ; may 
be secured without char; from 
companies sponsoring them, » 
through ADVERTISING AGE, 


Y any 
national advertiser or ad\ ‘tising 
agency executive writing on his 


business letterhead. 


No. 2411. WKY Market Facts. 


Maps of morning, afternoon ang 
evening coverage of Station Wky 
Oklahoma City, illustrate this fijp 
folder’s material, which include 
population, 1943 retail sales fy 
four store groups, and effectiys 
buying income. 


No. 2412. Facts 
About Atlanta. 


and Figure; 


merce has issued this bookle 
which contains population figure 
for the city and Atlanta’s trad 
area; tables showing comparative 
data on southern cities, a retaj 
and wholesale trade summary, anj 
information on housing, electri 


learn, “from authoritative though | 


' Reiss Advertising points out that | 


power, building permits, etc. 


| No. 2413. Home Appliance Sut 
vey. 


The Pittsburgh Press, in cooper 
ation with Duquesne Light Com 
pany, reports, in this brochure, thi 
| answers, opinions and preference 
|of Pittsburgh housewives abou 
|home appliances. The materia 
|covers radio sets — ownership 
| brands, condition, preferred model 
|and so on, and similar tabulations 
‘of answers for major and small 
| electrical appliances. 


| No. 2313. How to Set Up a Plan 
for Your Company’s Postwar 
Markets. 

This booklet has been issued by 
McGraw-Hill Publishing Company 
as a guide for manufacturers ir 
planning their postwar programs 
|The material includes several au- 
thoritative methods of charting 
market potentials, with sources of 
information, and a check list of 
| suggested subjects for a question- 
naire through which customers 
and prospects may contribute t 
ithe planning program. Worksheets 
and tables offer helps on selling 
plans, budgets, etc. 


No. 2382. Books and the Chiicag 
Doily News. 

This new brochure, issued ! 
the Chicago Daily News, has, re 
| produced in its pages, numerous 
examples of spot news and featur 
|material devoted to books- ad- 
dition to its regular Wednesd 
book pages. Several pages are de 
| voted to the weekly review. Ww! 
| special einphasis on the Chr 'ma 
| book section, including a rec'd 0! 
book publishers’ linage, 1930 194 
|No. 2305. Report by 128 CBS 
| Stations. 
| In this brochure, Colu?) 5! 
Broadcasting System anal) Its 
1943 program promotion Car gn 
which was launched last S m- 
her and bhroke simultaneo 
126 CBS “station cities” t! gi 
out the country. The rep isis 
the material sent to the st: 
radio announcements, nev pe 
ads, posters, etc.—for use . 
own markets, and follows | 
a record of the stations’ us 
material. 


No. 2325. 1944 Consumer 4 
of the Greater Mi 
Market. 

This 102-page study < 
by the Milwaukee Journa 
second wartime edition 
2ist comparative report, 
cludes a wealth of mat 
wartime habits, buying tel 
ences, ownership and dea 
tribution. 


The Atlanta Chamber of Com. . 
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Ever walk into two rooms at 
once? Nothing to it! It happens 
every time you stép into an NBC 
studio. And: it’s done by walls 
. . . not mirrors. 


For every studio is two rooms—one 
room floating inside another room—an 
engineering achievement to assure the 
highest degree of soundproofing. 


NBC has 32 of these four-sided rooms 
with eight walls... each studio fortified 
with double ceilings, double walls, double 
floors .. . the inner one being completely 
suspended and isolated from the outer 
one so that there’s no metal to metal, 
no masonry to masonry. That’s why you 


National Broadcasting Company 


America’s No. 1 Network 


could say of each of NBC’s Radio City 
studios—“It floats—and it’s 99 *4/100 
per cent pure quiet.” 


Result? Freedom from vibration while 
transient sound waves meet sudden 
death the moment they approach. In 
this way asymphony in one studio hasn’t 
a chance of intruding upon a drama in 
the one next door. 

* * * 


Of course it might be possible to get 
by with less... but NBC likes to make 
sure. This is just another example of how 
NBC strives for perfection in every field 


_of radio. It is the grand total of many 


things ... large and small... done wel! 
which helps to make NBC “The Network 
Most People Listen to Most.” 


AAAS 


‘((( 


( 


A Service of Radio 
Corporation of America 
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Directs Paper Sales 

N. B. A. Fair has been appointed 
general sales manager of J. R. 
Booth Ltd., Ottawa, Ont., lumber, 
pulp and paper manufacturer. 


LAND 
ROCK SE OLINE 
THE FARM MACHINERY 
CAPITAL OF AMERICA 


mien 


Se Lak i Bis 


A’MAJOR MARKET 
Over 100,000 Population 


__MOLINE DAILY DISPATCH 


THE ROCK ISLAND ARGUS 


| lier’s, 


Piper Promotes 
Easy Steps to 
Fly a Piper Cub 


Lock Haven, Pa., Oct. 18.—Piper 
Aircraft Corporation, during Octo- 
ber and November, has scheduled 
half-page black and white and 
extra color ads in national maga- 
zines and aviation publications to 
acquaint the public with the easy 
way one can learn to fly Piper 
Cubs. 

Starting with the Oct. 9 issue 
of Life, ads will appear in Col- 
Country Gentleman, Lib- 
lerty, The Saturday Evening Post, 
|and Time, with successive ads de- 
scribing in cartoon-type strips 
how to take off, how to turn, how 
to land, etc. 


Insert boxes offer booklets to 


those interested-——“How to Fly a 
Piper Cub,” and “What Your 
Town Needs for the Coming Air 
Age”—and prospective Cub pilots 
are invited to send in questions 
they may want answered further. 
Hutchins Advertising Company, 
Rochester, N. Y., is the agency. 


UNITED AIR LINES 
OFFERS BOOKLETS 

New York, Oct. 18.—Promotion 
for “The Story of United Air 
Lines,” a 32-page booklet telling 
the history of the company, is 
running in 40 key papers this 
week via 420-line ads. In New 
England, United’s copy says the 
company “will soon be a partner 
of New England, and will be a 
neighborly type of company. We 
would like yeu to know more 
about us.” The booklet is “yours 
for the asking.” N. W. Ayer & 


Son is the agency. 


The company also announced 
this week a contract with Douglas 
Aircraft Company for an addi- 
tional 15 DC-6 four-engine air- 
liners, making United’s total com- 
mitment with Douglas for 50 
planes costing an approximate 
$50,000,000. Some of:the Douglas 
DC-4s United ordered previously 
may be in use next summer, it 
was stated. 


Ponemah to Sterling 


McCampbell & Co., New York, 
selling agent for Ponemah Mills, 
Taftville, Conn., has named Ster- 
ling Advertising Agency, New 
York, to handle trade and con- 
sumer magazine advertising for 
the new Ponemah spun and woven 
rayon fiber fabric developed dur- 
ing the past 18 months. Newspaper 
advertising is also included in the 
company’s plans. 


Left to right 


Judy Canova Show 

30.7 
Blondie .. 30.7 
Hit Parade . 29.1 


Lux Radio Theatre 


Dr. Christian 


Gay Nineties Review 


Big Town 


Texaco Star Theatre 


Crime Doctor 
Helen Trent 


Thanks to the Yanks 


things in a big 


Most advertisers know the advantages 
of covering (and we do mean covering) 
Central New England from the inside. 


PAUL H. 


W TAG 


AND OPERATED BY 


Left to right 


Kate Smith 34.3 
Vox Pop . 33.3 


Burns and Allen 
31.0 


36.0 Blue Ribbon Town 23.6 | Love A Mystery 20.8 
31.8 We The People 23.4 American Melody Hour 20.5 
28.7 Kate Smith Speaks 23.3 Major Bowes 20.2 
27.4 Our Gal Sunday 22.6 Death Valley Days 20.0 
25.1 Mr, Keene 22.4 Dinah Shore Show 20.0 
25.1 That Brewster Boy 22.2 Easy Aces 19.9 
24.6 Big Sister 21.3 Inner Sanctum 19.9 
24.5 Jack Carson 21.2 Suspense 19.4 


And of course the News 1 


p. m. 24.7 — 6 p. m. 26.7 


All Hooper Ratings from Winter-Spring Index 1943-1944 


v. vv Check This 


way! — Remember? way to 


RAYMER CO. National 


WTAG “RATE CARD” 


Sure, these Hooper ratings are terrific 
— but WTAG, in a big market, does 


After reading this advertisement, you 
too, must realize that the one sure 


this big, high-wage-level audi- 


ence is through the station with the 
local appeal and the high Hoopers — 
WTAG. 


Sales Representatives 


WIAG Jy 


WORCESTER 


THE W 


OR 


—_- 


CESTER TELEGRAM-GA 


ans ith: Soe 2a. “3 


ZETTE 


SN ee ee 


Advertising Age, October : 


‘ 


to read their daily newspaper. 


1944 


Admiral to Un, aj] 


Radio-Televisic 1 
Model Next Me ath 


Chicago, Oct. 18.—Inter 
retail at somewhere betwe 
and $1,000, an eight-in-ons¢ 
television home set was d 
this week by Admiral Corp: 
which said a working mod 
be demonstrated at a distri 
convention here Nov. 2. 

The new Admiral set incl 
a single instrument a combi 
of television, FM, standard 
and shortwave reception, ; 
graph with automatic 
changer, slide-away record stor. 
age, and home recording appar. 
atus. The cabinet of the postwa; 
model measures 43 inches high, 4 
inches wide and 24 inches deep 
comparable to the deluxe radio. 
phonograph sets now in Americar 
homes. 

The “packaged” cabinet, housing 
the latest developments in radio. 
phonograph and television, will be 
unveiled at the distributors’ meet. 
ing, along with Admiral’s Flex-o. 
Plan, including an actual minia. 
ture of a modern radio and appli. 
ance store. 

Ross D. Siragusa, Admiral presi. 
dent, R. A. Graver, vice-presiden; 
in charge of the radio division 
and L. H. D. Baker, vice-president 
in charge of the appliance division 
will talk to the distributors about 
the company’s postwar plans, in- 
cluding production of the Stewart- 
Warner line of refrigerators, elec- 
tric ranges and home freezer: 
which it acquired sme time ago 


Qu 


a 
$625 
dio. 
OSeq 
tion 
will 
itors 


leS In 
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Wave 
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Schulz to ‘Drug Topics’ 


Arthur F. Schulz, sales manager 
for Vitamins Plus division of Vick 
Chemical Company, New York, 
for the past three years, has joined 
Drug Topics as Chicago repre- 
sentative. Mr. Schulz was for 
many years associated with E. R. 
Squibb & Sons, most recently as 
sales manager of the company’s 
home necessities group. 


UP-TO-DATE Date 


Factories are beginning to 
produce civilian goods — be- 
fore long they will be almost 
on a peacetime basis. 


Agricultural cash income con- 
tinues to increase to the high- 
est point in history. 


Small-city-Indiana and Michi- 
gan families continue to have 
money to spend — and time 


Make your advertising e ‘ec 
tive by placing it in news 
papers where you know i wil 
be read — the home-~ 
daily. 


»wn 


In 26 Indiana and 26 NV 
gan markets that paper 5 
member of either the 


INDIANA LEAGUE of HME 
DAILIES 
or the 
MICHIGAN LEAGUE 
of 
HOME DAILIES 


For further facts phone or 
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IN HAWAIL, th population is greater than it ever 


was before. Latest population figures released by the Honolulu 
Chamber-of Commerce show that Hawaii has a civilian popu- 
lation of half a million. 


In Hawaii, the prosperity of these residents is significantly 
in icated by this fact—it is the only territory or state to exceed 
al’ its war bond monthly quotas, as well as its quotas in the first 
‘0 © war loans. 


in Hawaii, there is a definite preference for nationally 
vn products and merchandise of all kinds. 


All of this should persuade you to Pin-Up Hawaii on your 


map. Now that the time has come for you to re-enter or enter 


Hawaii with intensified sales and advertising programs, remember 
this—in Honolulu, where the concentrated population of Hawaii 
is, the Honolulu Star-Bulletin has a carrier delivery to nine out 
of ten homes. 


Honolulu Star-Bulletin 


OVER 150,000 DAILY CIRCULATION 


FOR INFORMATION REGARDING SALES REPRESENTATIVES AND DISTRIBUTORS IN HAWAII, WRITE TO SPECIAL SERVICE DEPARTMENT, 
HONOLULU STAR-BULEETIN, HONOLULU, T.H., OR O'MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 
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Donnelly Leaves OPA 


Thomas Donnelly has resigned 
as OPA deputy administrator for 
information to return to his post 


100 MILLION Annually— 
Sell Architectural Men 
who control 97%-- 


RAGE 


Points 


pe the University of New Mexico 
as head of the Department of Gov- 
ernment. Mr. Donnelly, who had 
been on leave from the university 
since April, 1942, took over the 
information job in April of this 
year, succeeding Walter O’Meara, 
who returned to J. Walter Thomp- 
son Company, New York. No suc- 
cessor has been named. 


Knollin Expands Offices; 


Gets Insurance Account 

Knollin Advertising Agency, 
San Francisco, has been appointed 
to direct advertising for California 
Compensation Insurance Company, 
San Francisco, in insurance trade 
publications, newspapers and 
through direct mail. Thomas J. 
McNamara is account executive. 

The agency recently moved its 
San Francisco office to larger quar- 
ters at 105 Montgomery St. 


Sets Postwar Goal 
for Advertising, 
Public Relations 


Detroit, Oct. 17.—Public rela- 
tions and advertising have a defi- 
nite responsibility in connection 
with the one thing, outside of win- 


ning the war, which is uppermost | 
in the minds of Americans—post- | 


war jobs—Charles C. Carr, di- 
rector of public relations of the 
Aluminum Company of America, 
told the Adcraft Club of Detroit 
yesterday. 

Postwar problems of advertising 
and public relations, Mr. Carr 
said, may be divided into two 
broad classific: tions. ‘First,’ he 
said, “there is the specific job of 
the seller of goods or services to 
carry on an intelligent presenta- 


tion of his wares, services or con- 
duct to his customers, competitors, 
fellow workers and the general 
public. Second is his broader task 
of making safe and as smooth as 
possible the economic and business 
waters in which his craft must 
operate. ; 
“The first chore is the one to 
which he should of necessity give 
constant consideration. It is the 
easier task. The second is the one 
he cannot afford to ignore on the 
theory that ‘George will do it.’” 
Product sales will become of 
vast importance in the postwar 
era, Mr. Carr declared, because we 
are told that we simply must have 
an annual income considerably in 
excess of $100,000,000,000 if we 
are to pay the interest on our war 
debt and maintain a scale of living 
which approaches prosperity. 
“This big and necessary annual 
income,” he said, “depends on jobs 


The toughest reconversion job of all 


- 


profitable profession. 


IT ISN’T THE CHANGING of a war plant to peace work. It’s the 
changing of 10,000,000 fighting men—from fighting togs to civvies. 


That’s the toughest reconversion job America faces. 


So thought the American Legion—and its best minds went to 
work. They studied every phase of the task. They designed a 
broad and comprehensive plan for doing the job—and they 
pushed it. Far-seeing Congressmen considered it, agreed that 
such a plan was urgent—and then took action. 


Last June they passed the now-famed “‘G.I. Bill of Rights’ — 
now looked upon by all America as one of the greatest acts of 
legislative foresight in all American history. 


It gives a soldier something to brace his feet on—for that 
last big jump he has to make. 


It takes into account that a fighting man’s pockets never bulge 
with the money he makes—and so provides the timely help of 
mustering-out pay. 


It clears the way for those who went from school to war to 
again take up their studies—in any educational institution in 
the land. It will enable thousands to learn a trade or a 


It will stake a soldier in the purchase of a home or farm—or 
help him start a business of his own. It will provide him freedom 
from want if through no fault of his he is unemployed. And 
there are many other things which this bill does for the 
betterment of the soldier’s long road back. 


But the biggest betterment of all is for all America. 


Given this needed start, presented with the means to get 

going, offered a secure place and a brighter future—these 
millions of our home-coming sons will contribute as much to our 
greatness in peace as they did to our greatness in war. 


The American Legion— through its 
offers the returning millions of fighting men 
guidance, competent counsel and help in re- 
gard to the provisions of this new Bill of Rights. 


11,941 


posts — 


Advertising Age, October 


1944 
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WHY Sell Your : a; 
To A Dealer ‘ 


PELE VING @ she inherent homeoty at pourttiom of in 0 
majority of our citizens and feeling thet they wnuld n+ 
INGLY risk their good names and the possibility of drastic 
the following facts and 
be conmdering the sale of thew present cars 


De you know that ANY desler can pay 
vou as much for your : 


paper publicity thet asually fellows? 
De yeu know that the sale of your car 


HITS BLACK MARKET—The Rhode |; 
land Automobile Dealers Associatio, 
and the Rhode Island Used Ca; De, 
ers Association ran this advertisemen 
in a recent issue of the Providenc 
Sunday Journal, urging people to s¢ 
their automobiles to dealers rathy 
than to individuals. Aimed at th 
black market in cars, copy sought 4 
tell people the advantages of doin 

business with dealers. 


—plenty of them. Jobs multip 
only as the great ‘tree of distr. 
bution’ flourishes in this countr 
and that tree is nourished by th 
four roots: merchandising, ma: 
keting, advertising and selling.” 


Exide Battery Drive 


Begun in Latin America 


Electric Storage Battery Con 
pany, Philadelphia, manufacture 


|of Exide batteries, has launche 


an extensive newspaper and trad 
publication campaign in Centrd 
and South America. With mor 
batteries available for civilian usé 
copy theme for new campaign i 
based on straight sales appeal 
rather than warning to batter 
owners to take extra care of the 
batteries. Irwin Vladimir & Co, 
New York, is the agency. 
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ALL 
AMERICA 


HE leadership of The 

Herald-Traveler in 
Boston is axiomatic... 
all America knows it. 


§ The selection of The 
Herald-Traveler in 
Boston is automatic... 
all America proves it. 


§ The fame and th 
worth of this uniqu 
and potent selling m« 
dium is not confined t 
New, England, but ha 
for more than ten year 
been a byword in tl 
advertising councils « 
America. 


Always First in Bos‘ 
Often First in Amer 


HERALD-TRAVEL! 


Boston, Massachusetts 
_— 
George A. McDevitt C 


National Representatives 
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WPB Sees Long 
Delay in Making 
of Home Radios 


Washington, Oct. 18.—Recon- 
version plans of radio manufac- 
turers were set back today when 
WPB reported that military needs 
for important parts may slow or 
prevent production of sets fér the 
public after V-E Day. 

Though Louis J. Chatten, new 
director of the radio and radar di- 
vision, estimates that there will 
be facilities for production of as 
many as 1,250,000 sets a month, he 
told manufacturers that his sched- 
uling staff can’t find any tubes, 
condensers, and other components 
for the sets. 

Unexpected essential demand 
for tubes has completely upset 


OLUMBI : 


will | / 4 


earlier reconversion plans, repre- 
sentatives of the radio and radar 
division admit. Though it is still 
| hoped that some prewar or similar 
to prewar sets will be made soon 
after Germany falls, the commit- 


than it has in the past. 
Radio Controls to Remain 


Only 50 of 300 WPB controls 
over metals will remain on the 
books when reconversion gets un- 
der way, but apparently the re- 
maining controls are to apply to 
radio. With a 13-month backlog 


Advertising Age, October : 


in orders remaining, WPB_ will|for radios for homes. While some | ganization’s Dominion gov: 


continue to schedule all radio and 
radar production after other in- 
dustries are put on their own. 
Part of the radio problem stems 
from the fact that much of the 


tee is thinking in smaller numbers | equipment used in the European 


theater of operations is not adapt- 
able to the Far East. As a result, 
requirements for electronic equip- 
ment will remain at 70% of peak 
for many months after V-E Day. 

Industry members were under- 
standably disturbed by the situa- 
tion and discussed at considerable 
length the accumulated demand 


WPB surveys seem to indicate 
that this demand is not as pressing 
as industry believes, the feeling 
prevailed that reconversion should 
be allowed as quickly as possible. 
WPB promised that after V-E Day 
a special conference would be 
called to formulate plans for or-’ 
derly reduction of controls and re- 
sumption of peacetime production. 


Elect Gibson Associate 
Joseph Gibson, who has been 
covering newsreel events in Can- 


ada for the Hamilton Wright Or- 


account during the past ty 
has been elected an 
member of the organizati 


Financial Admen to 


Wartime and postwar a 
of the nation’s banks and { 
institutions, such as the 
war bonds and lending un 
G.I. Bill of Rights, will 
cussed at the 29th annual 
tion of Financial Advertiser 
ciation Oct. 25-29 at the 


water Beach Hotel, Chicago. 


r the 
> dis. 
nven. 
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Edge. 


One of the few business paper ar- 


ticles on the huge Bell Bomber 


Plant in the South, this one features 


suggestions useful to any plant. 


————; 


Always keeping abreast 
of appliance merchandis- 
ing ideas, Electrical 
South has worked hand 
in hand with dealers to 
help them through their 


current 


emergency. 
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ood Processing 
ornmpanies Host to 
isiting Editors 


0 Vleet p 4’ ; 
activitis Chic go, Oct. 17.—Executives of 
fivanei NE foo’ processing companies and 
a a cations will act as hosts to 34 
INCeY the Ipod oc tors of newspapers in met- 
dis. Mpoliian cities throughout the 
| conven. fidwest, at conferences here Oct. 
ers Ass. MEp-Nov. 3 initiated by a special 
le Edge. mm ‘ee of mewspaper repre- 
AB ntatives. 
pn 


Aim of the novel meetings is to 
provide the editors with firsthand 
information on America’s. vast 
food processing industry. They 
will be opened with a get-together 
meeting at the Blackstone Hotel 
Oct. 30 when Miss Grace Hartley, 
food editor of the Atlanta Journal 
and chairman of the group, intro- 
duces J. H. Sawyer Jr., Sawyer- 
Ferguson-Walker Company, who 
is chairman of the newspaper rep- 
resentatives’ committee. Other 
members are W. A. Daniels, 
Scripps-Howard Newspapers; Gene 
Corcoran, The Branham Company; 


Ken Dennett, O’Mara & Ormsbee;: 
and W. F. Johns, Ridder-Johns, 
Inc. 

At meetings from Monday 
through Friday, the visitors will 
be guests of these cooperating 
companies and groups: Armour & 
Co., American Dairy Association, 
National Dairy Council, Quaker 
Oats Company, Evaporated Milk 
Association, Wilson & Co., Libby, 
McNeill & Libby, John F. Jelke 
Company, Kraft Cheese Company, 
Swift & Co., and General Mills. 
Executives of the host companies 
will talk to the food editors on 


such varied topics as nutrition, 
production and sales, public rela- 
tions, consumer service, and new 
product research. 

The schedule will include a 
series of+ breakfasts, luncheons, 
dinners, cocktail reception, theater 
party and special broadcast of 
“The Voice of the Dairy Farmer,” 
the American Dairy Association’s 
network radio program. 


Joins Christiansen 

Edith M. Knutsen, formerly 
media director of McCann-Erick- 
son and the McCord Company, 


breast 
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rical 
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their 
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=| Laying Out Lap Winding» for 
| gwePole Motor Armatures 
Be A. €. Roe 


the nation. 


will 
Electrical 


trical 


Technical articles on a variety 


ot 


ularly. New developments 


emphasized. Regular editorial 
verage is provided for elec- 
cal contractors, engineers, 
ectrical maintenance men— 
well as appliance dealers. 


! subjects are featured reg- 
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Prior to the war the South 
was—and still is—the fastest 
growing electrical market in 
Post-war indus- 
trial growth, indicated in the 
area, and the huge appliance 
market that will follow the 
South’s great population 
gains in metropolitan areas 
mean even greater 
growth in the years to come. 
South 
South’s own and only elec- 
business journal. 
alone offers blanket coverage 


South’s 
market. 


is the 
ities. 
It 


of Southern electrical con- 
tractors, wholesalers, dealers, 
utilities and electrical and 
maintenance engineers of the 
rapidly expanding 
Total 
8,000, going into over 
2,000 cities and towns. 


High priority business 
abundant now—the future 
offers far greater possibili- 
By either 
your advertising should be 
in ELECTRICAL SOUTH. 


circulation, 


is 


standard 
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Minneapolis, has joined Christian- 
sen Advertising Agency, Chicago. 
She is a former advertising man- 
ager of Campbell Cereal Com- 
pany, Minneapolis. 


Dunbar Succeeds Nevin 


Thomas Nevin, associated for 33 
years with Burroughs Wellcome 
& Co. (U. S. A.), manufacturing 
chemist, has resigned as president 
of the company. He will remain 
a director and has been elected a 
vice-chairman of the board. Guy 
S. Dunbar has been elected presi- 
dent and general manager and a 
director. 


Joins Gilbert Clock 


Floyd W. Leonard, formerly in 
charge of merchandising clocks 
and watches for Montgomery 
Ward & Co., has joined Gilbert 
Clock Corporation, Winsted, Conn., 
as merchandise manager. 


Buffalo’s 
Greatest Regional 
Coverage 


FFALO’S 


BLUE 
NETWORK 
STATION 


5000 WATTS BY DAY 
1000 WATTS BY NIGHT 


BUFFALO 
BROADCASTING 
“CORPORATON 


RAND BUILDING, BUFFALO, NEW YORK 
. age er, 
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NAM Schedules 49th 
Congress, Dec. 6-8 


“Beyond Victory—A Better Na- 
tion” will be the theme of the Na- 
tional Association of Manufactur- 
ers’ 49th annual congress of | 
American industry, at New York, 
Dec. 6-8. Among problems to be 


Issues Commerce Digest 


developments in British Columbi 


discussed are cutbacks and lay- ‘Young America’ Up 


offs, veterans’ reemployment and 


tion and jobs, taxes, world recon-| $1,700 for Young America, national | 
struction and foreign trade, post-|news weekly for junior high| promoted to assistant vice-presi-| past 16 years, has been elected 
war distribution, and wage and| schools, according to rate card No.| dent, where he will continue to" 


labor policies. 


| 11, effective Jan. 1, 1945. 


O’Brien-Gourlay Ltd., Vancou- A. G. Chaffer, assistant manager 
ver, B. C., recently distributed the | of General Electric’s South Lowell, 
first issue of “O’Brien’s Bulletin” | Mass., branch, has been appointed 
four-page, tabloid style digest of|sales manager of the household re- 
the month’s trade and commerce] frigerator division of the company 


net Page rates on a one-time basis! John S. Wilkinson, a_ director 
rehabilitation, peacetime produc-| have been increased from $1,600 to| and general manager of Carnation 


G-E Promotes Chatfer 


a.| at Bridgeport, Conn. 


Wilkinson Promoted 


al| Company, Milwaukee, has been | 


| direct sales policies. 


Group Adds ‘Chronicle’ 


Effective Jan. 7, 1945, the Sun- 
day colored comic section of the 
Houston Chronicle will be avail- 
able to advertisers as an optional 
addition to the basic Metropolitan 
Group of newspapers. 


J. H. Booth Promoted 


J. Harold Booth, with Bell & 
Howell Company, motion picture 
equipment maker, Chicago, for the 


vice-president in charge of mer- 
chandising. 


: 


- 


Dominant 


EVENING NEWSPAPERS 


IN AMERICAS 


Before the turn 


William Randol 


DOMINANT MARKETS 


of the century, 
ph Hearst estab- 


lished newspapers in both New 
York and Chicago. These are the 


newspapers which dominate today 


the evening circulations in both 


major markets of this country. 


HEARST NEWSPAPERS 


IN NEW YORK 
THE JOURNAL-AMERICAN 


EVENING AND SUNDAY 


IN CHICAGO 
THE HERALD-AMERICAN 


EVENING AND SUNDAY 


Advertising Age, October 2. gy, 


Celanese Boosis 
‘Better Labeling 
in 30 Newspapers 


New York, Oct. 18.—C, 
-Corporation of America is ; 
fying its “better label identi : atio, 
campaign,” already being pro. 
moted widely on the radio wit) 
1,000-line insertions in 30 news. 
papers with more than 7,500,099 
circulation in 28 cities. The aq 
will appear at weekly intcryajs 
space limitations pern tting, 
through November. 

The first advertisement in the 
series, appearing this week. 
headed “For blouses with that dis. 
tinctive ‘It’s Celanese’ look-—loo, 
for this yarn identification.” Ney 
Celanese “thumbnail” label is rye. 
produced. Copy carries a coupon 
to be mailed to the company if the 
consumer has difficulty locating 
items with Celanese labels. Sub. 
sequent ads will be devoted { 
lingerie, dresses, stockings anj 
other Celanese garments. 

The company is continuing ty 
plug the “better identification” 
idea on 30 women’s participation 
radio programs in large cities and 
on its Wednesday night Columbia 
network show, “Great Moments jp 
Music.” 

Celanese has as yet made m 
answer to the recent FTC action 
charging the company with viola 
tion of the Robinson-Patman Fai 
Trade Act in setting up a tie-in 
advertising rebate system. 

Young & Rubicam is the agency 


Publishers Elect Farrar 

William M. Farrar has been ap. 
| pointed secretary of the Clevelani 
Newspaper Publishers Association 
succeeding Stewart Hooker, why 
has resigned to join the Philadel. 
phia Inquirer. 


Nese 
nsj- 


Bromo-Seltzer Appoints 

Bromo-Seltzer Ltd., Toronto, has 
appointed the F. H. Fayhurst Com- 
pany, Toronto, to direct the com- 
pany’s advertising effective Jan 
1, 1945. 


HELP TO 
$-T-R-E-T-C-H NEW 
BEDFORD'S annual indus- 
trial payroll to over 


FIFTY 
MILLION 
DOLLARS 


Firestone, Goodyear and F all 
operated extensive plants hers °"9 
before Pearl Harbor. Emp /'"9 
thousands of local residents 
post war plans are geared to ~°* 
civilian demands that will in 
permanent prosperity for New 


ford. 
There's plus business in ‘hé 


FOURTH MARKE’ 


in Massachusetts 
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BILLION DOLLAR VALLEY OF THE BEES 


* For you who thrive on stastics, 
here’s what Sales Management's 1944 copyrighted Survey shows 


The Valley of the Bees has 1,220,000 
people. 15.39% of the State's total. More 
population than Baltimore or Cleveland. 
Effective Buying Income in the Valley of 
the Bees is $1,472,207,605. That's more 
than the entire urban EBI in 30 of the 
nation’s 48 states. 


Retail sales in the Valley totaled $774,- 
155,960. Only five cities in the entire 
country exceeded that figure. The Valley 
ranks right next to Philadelphia and Los 
Angeles —ahead of such markets as 
Boston, Washington, D. C., Pittsburgh, 
San Francisco and Cleveland. 


And the three McClatchy Bees dominate 
in Valley trading areas where live 83%, 
of all those people ... where 81% of all 
that EBI is concentrated ... where 88% 
of all those retail sales are made. 


ET UP IN A PLANE over Calif- 

ornia. Then you can see the 

state complete. Then you can see 
why it's golden. 

Stretching for 500 miles — well 
inland from the seacoast’s ship- 
yards, plane factories and movie 
lots—you see the amazing Valley 
of the Bees. 

A valley with fabulous wealth 
from oil, minerals, lumber, food 
processing, shipping. A valley 
with a billion and a half dollars of 
effective buying income” 

You simply cannot influence 
this tremandous market with out- 


MCCLATCHY 


eg 


National Representatives . . 


New York - Los Angeles - Detroit 


side newspapers. Distances make 
it as impossible as trying to sell 
in Philadelphia, Wilmington and 
Baltimore through newspaper ads 
in New York. 


How, then, do you unlock this 
treasure chest? By putting The 
Sacramento Bee, The Modesto Bee 
and The Fresno Bee on your "A” 
schedule. Each of these three Mc- 
Clatchy Bee newspapers is out- 
standingly dominant in its field. 
Each is a daily habit with readers 
in an area where retail sales out- 
strip Pittsburgh, Boston or San 
Francisco.* 


NEWSPAPERS 


. O'MARA & ORMSBEE, INC. 


- Chicago - San Franc'sco 
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Record Ad Drive | 
Sparks Canada’s 
7th Victory Loan 


Ottawa, Ont., Oct. 18.—Canada’s 
7th Victory Loan campaign will 
get under way next Monday with 
a minimum objective of $1,300,- 
000,000 and supported by the most 


extensive advertising program yet 


worked out by the National War 
Finance Committee. 

The campaign expects to raise 
$575,000,000 from individual sub- 
scribers and $725,000,000 from cor- 
poration and “special name” sub- 
scribers. In the last loan 3,000,000 
individual subscriptions were re- 
ceived. It is hoped to exceed this 
in the 7th campaign. 

Already a nationwide “Be Ready 
to Buy” campaign has been con- 
ducted in movie, radio, newspaper 


ADVERTISE IN 


Se RE A 


ono 


and magazine publicity. 
feature of loan publicity has been 
a radio presentation of half-hour 
“feature story” broadcasts. 
are radio scripts based on the 12 
best war stories or articles which 
have appeared in Canadian maga- 
zines during recent war years. 
Editors were asked to select their 
best stories or articles — articles 
illustrating some quality or char- 
acteristic of the Canadian people 
at war. Six of these have already 
appeared in the “pre-loan” cam- 
paign. Magazines in which these 
stories appeared include Canadian 
Home Journal, Chatelaine, Mac- 
Lean’s National Home Monthly 
and New World. 


Will Exceed 6th Loan 


Theme of the 7th Loan is “In- 
vest in Victory.” Insigne chosen 
for the loan is an adaptation of 
the shoulder sleeve insigne of 
General Eisenhower’s Supreme 
Headquarters, Allied Expedition- 
ary Force. It is this force to 
which the First Canadian Army, 
now fighting in Holland, Belgium 
and France, is attached. 

Despite the rationing and short- 
age of paper, supporting news- 
paper and periodical advertising 


One new | 


These | 


CANADA'S SEVENTH—Advertising for Canada's 7th Victory Loan, which run; 


from Oct. 23 to Nov. II, carries two 


interest, the latter considered of increasing importance as reconversion loom; 
In the six previous loan drives, Canadians have subscribed $6.8 billions, 


points of emphasis—patriotism and self. 


in the 7th Loan is expected to 
equal if not exceed the amount 
used in the 6th Loan. In that 
campaign some 4,200,000 lines of 


sponsored advertising appeared in 


® The Traffic Manager of a company 
which distributes telephone equip- 
ment and supplies to over 4000 cus- 
tomers at home and abroad has many 
problems to solve. 


To make effective use of all forms 
of transportation— mail, express, for- 
warder, rail, motor, water and air 
he must keep up with new ideas in 
packaging, handling, shipping and 
warehousing. 

This Traffic Manager, Mr. M. P. 
Langdoc, explained to one of Traffic 
World’s field reporters how transpor- 
‘busy signals” 

for him. 


tation obstacles can be 
and ‘“‘wrong numbers” 
Here are a few direct quotations 
from his talk which show his need for 
help on solving traffic problems. 


Perfect Shipping and Careful Handling 


“Telephone equipment and sup- 
plies, while substantially built, are 
subject to the rigors of transportation. 
lam, therefore, interested in anything 
that might prevent damage to our 


merchandise in the process of being 
handled and shipped.” 


Packaging, Packing and Containers 


‘‘We must keep up to date as far 
as new and improved supplies and 
methods of packaging and packing 
are concerned. Containers are impor- 
tant. This is the springboard from 
which we attempt to protect our 
freight in transit. We ship over 15,000 
items which makes this problem even 
more complex.” 


WIRE EUG 
W O1R LD 


418 S. MARKET STREET 
CHICAGO 7, ILLINOIS 


250 PARK AVENUE 
NEW YORK 17, N.Y. 


() 


The $15.00 a Year Weekly 
Transportation News Magazine 


as told by 


M. P. LANGDOC 


Traffic Manager 
Automatic Electric Company 


Throw the Spotlight on Marking 


“*Experience with both inbound 
and outbound freight has taught us 
the value of properly marking each 
shipment. This is a field in which 
much more can be accomplished 
through cooperation with manufac- 
turers of marking equipment as well 
as all common carriers.” 

xk wk * 


Mr. Langdoc’s comments are typ- 
ical of what transportation executives 
in industry are talking about today— 
and they can serve as a guide for you 
now and in the future. 

If you are interested in on-the-job 
conversation and thinking of this 
nature—write us today for copies of 
Traffic World’s exclusive bulletins 
‘“*READER PROBLEM INTERVIEWS 
WITH TRAFFIC MANAGERS IN IN- 
pustrRY.”’ Several have been issued to 
date and we will gladly send them to 
you without charge and put your 
name on our list to automatically 
receive future mailings. 


Canadian daily newspapers 
support the campaign. 

Of importance also is the f 
that due to more careful organ. 
ization and preparation, a cop. 
siderably larger share of this ad. 
vertising was spread across ty 
entire “pre-loan” and loan perig 
Thus the week previous to th 
loan, newspapers carried 14.6% 
the total sponsored advertisir 
the first week, 32.6%, the secox 
week 24.8%, and the final wes 
17.3%. 

Estimated value of sponsor 
advertising in the 6th Loan car. 
paign exceeds $500,000. 


C. J. Jefferis to Ayer 
Charles J. Jefferis, former 
with General Outdoor Advertisiy 
Company, New York, has joinei 
the outdoor advertising depar: 
ment of N. W. Ayer & Son. 


Stone-Tarlow to Bruck 

Stone-Tarlow Company, Brock: 
ton, Mass., has appointed Frankli 
Bruck Advertising Corporatio 
New York, to handle its advertis- 
ing. 


CANADA'S 
NATIONAL 
MAGAZINE 


EVER has Maclea: 

Magazine played su: 
a vital part in the lives 
Canadians as it does 
day. It provides the ki 
of sound, fearless rep: 
ing of Dominion @ 
world-wide affairs 
thinking Canadians wa 
It keeps its readers aw 
of the responsibilities « 


lie in the future — 


necessity of facing w 
cool-headed judgment 
problems of a post-v 
world. It is fulfilling 
trust that has been pla 
in it as Canada’s © 


influential publication 


481 University Avenue. 
New York Chicago Montreal 
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PATHFINDER 


NEWS WEEKLY FROM THE NATION’S CAPITAL 
PATHFINDER BUILDING 


ADVERTISING OFFICES 
Philadelphia, 230 W. Washington Sq. * New York, 420Lexington Ave. 
Chicago, 180 North Michigan Ave. 


Henry whistles his way from the People’s Quality 
Market on Main Street every afternoon. Expertly— 
he parks his wheel at curbstones in front of trim 
houses, and hurries to kitchen doors. Up High 
Street—down Elm. All around the town Henry 
pedals groceries with cheer. 

In this town Henry is not just “the grocer’s boy.” 
He is a fellow-citizen. “‘Hi, Henry” is the greeting 
wherever he goes. Some day he will own the grocery 
store and maybe the bank, too. For he can rise in 
life as far as his personal initiative and ambition will 
drive him. He is typical of American boys in many 
thousands of towns and smaller cities like this one. 
The people who know Henry understand and ap- 
preciate the importance of democracy for him— 
and for them. 

These are the towns in which PATHFINDER sub- 
scribers live—and the people for whom it is pub- 
lished. This crisp, lively magazine spotlights sig- 
nificantand pertinent news of the week—and mirrors 
their own sound ideas of the American way. It 
comes from Washington—modern as the minute, 
attractive editorially and visually. It is well-read by 
both men and women—a family news magazine. 

PATHFINDER is being used by national adver- 
tisers to take their sales messages direct to the wide- 
awake, prosperous Americans who live along Main 
Street and its tributaries. That’s where more than 
half the retail stores are located—and where a big 


part of national income is spent. 


GRAHAM PATTERSON, 
Publisher 


WASHINGTON, D. C. 


Detroit, General Motors Bldg. 
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Takes Liquor Ad Post 


James E. Hickey, managing edi- 
tor of Buckeye Tavern, Youngs- 
town, O., liquor business paper, 
has been appointed advertising 
manager of the publication. 


Caltex Places Account 


Caltex Knitting Mills, Los An- 
geles, has placed its advertising 
account with the John H. Riordan 
Company of Los Angeles. National 
fashion magazines will be used. 


‘To Ivey & Ellington 

| Gerald F. Morrow, for many 
|years an executive of the A&P 
|/Tea Company, New York, has 
joined Ivey & Ellington, Phila- 
'delphia, as a vice-president. 


To Horton-Noyes 
| Russell & Erwin Mfg. Company, 
|New Britain, Conn., manufacturer 
of Russwin builders’ hardware, 
| has appointed Horton-Noyes Com- 
pany, Providence, R. I. 


markets in the Middle West. 


RGE T. HOPEWELL 


For Best Results Advertise in— 


“‘CONCENTRATED”’ 
NEGRO MARKETS 


Concentrate your advertising expenditures in the Chicago 
Defender Newspapers, covering the three largest Negro 


CHICAGO—THE CHICAGO DEFENDER 
DETROIT—THE MICHIGAN CHRONICLE 
LOUISVILLE—THE LOUISVILLE DEFENDER 


GEO , Exclusive Ropepeaniates 
NEW YORK OFFICE: 101 Park Ave. CHICAGO OFFICE: 75 E. Wacker Drive | 


Write for information: 


Radio Helps Build 
Newspaper Ads, 
Inlanders Told 


Newsprint Gain Within 
Nine Months Forecast 
by Sullivan 


Chicago, Oct. 17.—That the use 
of radio in conjunction with news- 
papers has increased, rather than 
decreased newspaper advertising 
by local merchants, that there will 
be a newsprint gain within the 
aext nine months and that the 
postwar trend in local advertising 
is toward the use of color, were 
among the disclosures at sessions 
of the Inland Daily Press Associa- 
tion here this week. The two-day 
conference marked the 60th anni- 
versary of Inland. 

At the radio forum, presided 
over by Franklin D. Schurz, vice- 


| president of the Tribune, South 
Bend, Ind., Fred Schilpin, pub- 
lisher of the Times, St. Cloud, 
Minn., and president of Station 
KFAM, St. Cloud, declared that 
his local advertising has not suf- 
fered from radio competition. He 
said, “In fact, there has been an 
increase in newspaper advertising 
since the station was established 
in 1938, with department stores, 
in particular, increasing their lin- 
age.” 

Mr. Schilpin said that circula- 
tion of the Times also has in- 
creased since radio came into the 
area, and he concurred with the 
opinion of other radio-newspaper 
men present, that anything that 
stimulates general interest in news 
sells more papers. 


Trend Toward Color 


In a_slide-film presentation, 
during a forum presided over by 
F. Ward Just, business manager, 
News-Sun, Waukegan, IIl., Frank 
Kendall, vice-president of the Na- 
tional Research Bureau, described 
a series of varied, successfully 
tested insertions and campaigns 
used by local druggists, grocers, 
undertakers, etc. Mr. Kendall as- 


The little red schoolhouse .. . ‘'e >! 


Advertising Age, October 


serted that red and pink sho 
be used most often in colo» aqy, 
tising, because they are “ac, 
colors,” and said there wa. 4 tre, 
toward more use of color > osty.. 

Matthew G. Sullivan, co» sy)};, 
with the War Productio: ,),,, 
printing and publishing . vig, 
told the meeting that publish 
can expect a “relaxation” 9; ney. 
print restrictions in the this 
quarter of 1945. He cautions 
however, that while Canad, 
mills are getting more wood 
while they will not hesitate to y, 
their inventory for newsprint ; 
takes a year or 18 months betweo, 
the cutting and newsprint stax 
He urged association members ;, 
continue active support of 4 
waste paper campaign. 

Mr. Sullivan said that aby 
200,000 tons of newsprint are » 
ceived by the U. S. each mor 
from Canada and about 15,000 to, 
from New Zealand, and that th; 
supply will continue “at Jes 
through the first six months 
next year.” 


Sterling Praises Members 
John C. Sterling, publisher , 
This Week Magazine and chai 
man of the sponsorship comm 
tee, War Advertising Council, tq 
Inlanders they were to be cop. 
gratulated on the “staggering; 
successful” efforts they have mx 
in recent recruiting drives 
Wacs, Waves and cadet nurses, x 
well as for their aid in selling we 
bonds. 
| Simultaneously with the «a. 
nouncement of the election of 
new officers, it was reported th 
| «we association has increased 
14 daily newspaper members : 
| che last year to a total of 342 
-he north central states. The ne 
| officers are: Don Anderson, put 
| isher of the Wisconsin State Jow. 
nal, Madison, Wis., president; Fre 
| Baily” general manager of th 
Daily Tribune, Hastings, Nel 
| vice - president; William Canfiel 
| leputy secretary-treasurer of th 
| association for seven years, ad 


| vanced to the secretaryship; an 
John L. Meyer, general manage: 
| was reelected treasurer. L 
| Mitchell White, editor and pub, 
lisher, Daily Ledger, Mexico, Mo, 
was named chairman of the board 
of directors; and Howard W 
Blakely, manager, Post - Bulleti 
Rochester, Minn., L. O. Brewe! 
publisher, News, Newton, Ia., ané 
A. A. Hoopingarner, general man- 
| ager, Daily Reporter, Dover, 0 
were added to the board, of whict 
Mr. Blakely was named secretary 


Resigns Wheelco Accoun! 


Merchandising Advertisers, Chi- 
cago, has resigned the account 0 
Wheelco Instruments Compan) 
Chicago manufacturer of pyrom- 
eters. 


gray schoolhouse . . . schools ove’ 
America these are Dem 8c) 


training grounds. 


Here truth, courage, honesty c 


‘Hoosier Hop” is a typical 


Indiana contribution to radio, as_ typically 
Hoosier as James Whitcomb Riley himself. A 


wholesome, tune 


ful, fun-packed variety-hour 


that carries the spirit of real American home- 
life. Mountain and western music, old bal- 


lads, comedy-acts, novelty-numbers, and rural 
rhythms by thirty of the Midwest’s most 
popular entertainers. 


~~ 


Het 
; dita 
FORT WAYNE 
Sndvana) most peweyful sauen 


KDKA © WBZ 


“Hoosier Hop” originates at WOWO in Fort 
Wayne, and brings the atmosphere of the Mid- 
west to a nation-wide audience over the Blue 
Network. Presented now (Saturdays, 10 to 
10:55 P.M., C.W.T.) as a sustainer, it is ripe for 
sponsorship. Unbeatable plus-value: One 
August, 1944, personal appearance drew an 
audience of 8.000 in a town of 33,000 popula- 
tion! WOWO or the Blue Sales Department 
has all the details. 


——WESTINGHOUSE RADIO STATIONS Inc-—— 


°* WBZA © KYW © WOWO * 


REPRESENTED NATIONALLY BY NBC SPOT SALES 


WGL 


acter are engendered. Here * 


essence of the ‘American way’ te’ * (°° 
and grows. 


| Teachers have a big job—a s 
job. They must direct the cou 
| million boys and girls . . . + via 


j 
| 


men and women. 


What are you doing to help 
get the TRUE story? Tell the bou! 
| yourself, your ideals of busin e 
place in America's greatness, in 
ficial publication, State Teach: 
zines. 700,000 bona fide subs 7s 
| 42 states. 


Georgia C. Rawson, Mana 


STATE TEACHERS MAGAZIN( !0¢: 


307 N. Michigan Avenue, Chico i 


qine 
| An association of 42 state teachers - 
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and Aviation History » 


No matter what the size 
of the army and navy, 
they will be helpless 
without a corresponding- 
ly large air force. 


19 years ago when the 
above was written, nothing 
was done about it. 


DIGEST 


Those who had the power to act on the suggestion at 
the left — made nineteen years ago — failed to 
do so. Their successors, up to the time of Pearl 
Harbor, failed to do so. This short-sightedness 
has resulted in the unnecessary loss of life and 
the excessive spending of money—both of which 
could have been saved IF. Such failures in high 
places serve to increase the determination of 
AERO DIGEST to continue its fight for the things 


it believes in, no matter how long it takes 


to get them. That is the way in which AERO DIGEST holds its leadership; that is why 


AERO DIGEST is preferred by those who read and buy and sell in the aeronautical field. 


24 Issues a Year 


America’s Premier Aeronautical Magazine 
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Germain to Prewar Post 


E. S. Germain, prewar radio 
sales manager of Stromberg-Carl- 
son’s Pacific Coast division, has 
resumed that position, which he 
left in 1942 to manage the com- 
pany’s government sub-contract 
sales division in the Rechester of- 
fice. 


“MEET YOUR CONTRACTOR- 
BUILDER CUSTOMER”— — 


e sensational descriptive booklet of 
1e Building Market. Contains informa- 


* then impartially presented at's easily 
_ understood about the building that all 


PRACTICAL BUILDER 


59 East Van Buren Chicago 5 


|day, declared that “In the recon- 


Representatives of 
Newspapers Hold 
Annual Meeting 


Chicago, Oct. 17.—Herbert Mo- 
loney of Paul Block & Associates, 
taking office as president of the 
American Association of News- 
paper Representatives at the 
group’s annual meeting here Sun- 


version to peace in the years just 
ahead, the power of advertising 
represents the greatest force to 
help American industry first in 
re-establishing normal operations, 
and second, to go from there to 
new and higher sales levels, which 
mean higher employment levels. 
“While all forms of advertising 
are good,” he said, “the facts 
clearly prove that the American 
newspaper possesses by far the 
greatest selling power, and is 
therefore the best advertising me- 
dium. . . The American Associa- 
tion of Newspaper Representa- 
tives’ objectives in the coming 
year will be the same as always: 
namely, first to help promote all 


advertising; and second, to help 


‘ e 


Advertising Age, October 22. 194 


INAUGURAL GREETING—Members of the American Association of Newspaper Representatives, at their annual meeting 
Oct. 15 at the Medinah Club, Chicago, welcome Herbert Moloney as their new president. The group, left to right, is com. 
posed of: J. N. Morency, Hearst Advertising Service; Fred Parsons, Ward-Griffith Company; A. J. Irvin, J. B. Woodward 
Inc.; Joseph R. Scolaro and Frank Meeker (partially obscured) of Osborn, Scolaro, Meeker & Co.; W. T. Cresmer, Wi 
liams, Lawrence & Cresmer, retiring president; Douglas Taylor, J. N. McKinney & Son; and Mr. Moloney of Paul Block § 


Associates. 


promote newspaper advertising.” |Cresmer, Williams, Lawrence & 
Mr. Moloney succeeds W. T.|Cresmer, who automatically be- 


TACTICS for Tomorrow... 


In the desperate urgency of turning the production of portfolios for four 
millions of men into soldiers, the Army commercial accounts. 
developeda highly effective instruction 
technique in the “Graphic Portfolio.” Tue Graphic Portfolio is group 

The Graphic Portfolio got across presentation... largely visual for fast 
after other forms of instruction had and easy assimilation; dramatized and 
failed, kept GIs awake and interested speeded-up to maintain maximum at- 
because it was positive, pertinent and tention and interest; devised to avoid 
personal, dramatized ignorance as well _ the eye and ear conflict that often makes 
as information, is credited with saving “‘chart presentations”’ ineffectual; and 
thousands of lives. involves audience participation. Script 

During the preparation of the Army and full directions for the speaker are 
portfolios, we were privileged to help ready provided, require no particular 
with ideas and visualizations as wellas competence anda minimum of advance 
actual manufacture . .. and became — study, does not make the presentation 
convincedthatthisinstructionmedium dependent on the speaker! 
has unlimited application in peacetime We assume complete responsibility 
business—in training salesmen and _ for the preparation of the Graphic 
service men, personnel instruction, Portfolio—the research, visualization, . 
saleswork with consumers and the copy, art procurement—as well as its 
trade; in improving customer relations — physical production. Demonstration is 
for dealers. We are now engaged in available on request. 


EINSON-FREEMAN CO., INC. 


Ever Learning Lithographers 
Starr & Borden Avenues, Long Island City, New York 


comes chairman of the AANR 
board. Other newly elected of. 
ficers include J. N. Morency 
Hearst Advertising Service, vice. 
president; Fred Parsons, Ward. 
Griffith Company, treasurer, an 
Douglas Taylor, J. P. McKinney § 
Son, secretary. 

In an off-the-record session, the 
group discussed the possible re. 
emergence of plans to organiz 
national networks of newspaper: 
the proposed plan to extend th 
scope of operations of the Burea 
of Advertising of the America 
Newspaper Publishers Associatior 
and the operation of the Continu- 
ing Study of Newspaper Reader- 
ship. 

In order to avoid confusion, it 
was suggested that the various 
local associations of newspaper 
representatives, such as those in 
New York, Chicago, Detroit and 
other cities, identify themselves 
as chapters of the national body, 
rather than as independent units. 


Mooberry Promoted 


Henry E. Mooberry, on the pub- 
lic relations staff of United Air- 
craft Corporation, Hartford, Conn., 
since May, 1942, and assistant di- 
rector of advertising and publicity 
for the past year, has been named 
assistant to the president. 


Acquires Mid-States Co. 


Minnesota Mining & Mfg. Com- 
pany, St. Paul, has acquired the 
Mid-States Gummed Paper Com- 
pany, Chicago, manufacturer of 
gummed paper and cloth tape and 
gummed labels. 


Audience 
Letters 
Received in One Year 


WDZ’s programs are in tune \ the 
heart beats of average folks . . 
perous factory and farm worker 
result is high listenership and e’ 


‘ 99 ov 
astic response — more than 2-' 


| sand audience letters received | 
| year! Folks say it’s like listen 


the next door neighbor when the) "' 
in to WDZ. 20 LIVE TALENT | 8° 
GRAMS daily give this station 
erful selling personality all i! 
Write for information . . 


HOWARD H. WILSON CO., New . 
Chicago, San Francisco, Hollywooe 
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Langley Leaves Grant 


Research Associates, New York. 


C. J. Langley has resigned as| 
general manager of B. H. Grant! 


Cover the Rich Lehigh Valley 
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| organizations 


| ing people is the advertising media 
|list for individual Latin American 
republics, once more supplied by 
the Commercial Intelligence Unit. 


Commerce Ready to 
Supply New Data 
on Foreign Trade 


Latin America Media | 
List, Other Material 
| Being Made Available 


| Washington, Oct. 19.—The De- 
|/partment of Commerce is rapidly 
emerging from the blackout that Want Better Media Data 
has covered its operations in for- 

eign nations, and is once more} Together with the Rockefeller 
ready to provide important de-| committee, Commerce is anxious 


the list gives circulation figures 
and other important information 
about Latin American newspapers 
and magazines. 

Material for the media lists is 
gathered by the American foreign 
service through the State Depart- 
ment. Confined to publications of 
safe political affiliation, the list 
gives a description of the publica- 
tion’s reading public, language, 
and page size. It does not deal 
with the rates and other such de- 
tails. 


| 


|eye the export market. | Latin American press. The Com- 


Particularly in respect to Latin| merce approach is strictly on a} 


America, the Department has re-| business basis, however, for of- 
sumed regular statistical reports 
and commodity market informa- 
tion, which, before wartime in- 
|terruptions, were indispensible to 
with ambitions in 


the hemisphere market. 


should be encouraged to improve 
their knowledge of media oppor- 
tunities in these markets. 

In restoring its media lists, 
Commerce makes no effort to an- 


Available for $1 for each country, | 


tailed information to firms that/to encourage advertising in the| 


| ficials believe that American firms | 


America, sometimes 
cause of the paper shortage. Of- 
| ficials are advising American firms 
| to deal directly with the publica- 
tions, or to use Latin American 
advertising as a means of securing 
| able on-the-spot representation in 
| key countries. 

| Commerce has urged that busi- 
ness men considering the Latin 
American market carefully, study 
|}all aspects of the situation par- 
| ticularly to determine whether 
their product will be acceptable to 
the Latin Americans. Firms that 
are not planning on maintaining a 
| continuous export business are not 
| encouraged to enter the field. 

| 


| 


Offers Marketing Assistance 


| With exporting now a _ very 
| cumbersome operation, Commerce 
| field offices are prepared to offer 
valuable assistance to firms seek- 
ing to ship goods out of the coun- 
try. Commodity information for 
Latin America is in ample supply, 
and plans are under way to obtain 
similar lists for liberated and neu- 
| tral European areas as rapidly as 
they are opened up. 

| The department is currently re- 
|establishing a flow of detailed in- 


Says oo bur let Miss Behm, 


READ CAP 


First National Bank, 
ssistant Cashier, © 


Carmen, 


" President, 
J. R. Pate our A 


Since it is the bankers’ business to know 


tive communities. 


Oklahoma. 


Farmer a potent advertising medium. 


Subscriber Ralph Coul- 
ter (left), Cherokee, 
Okla., does an errand 
for his 320-acre wheat 


and alfalfa farm. 


Okliahoma— 
heck my estimate.” 


“YES, 90% of our Best Farmers Read 


Capper’s Farmer, reports Assistant Cashier Lois Behm 
——— 


who are the prosper- 


ous farmers of their community, we’ve been asking rural 
bankers to “rate” the Capper’s Farmer readers in their respec- 


All over mid-America, rural bankers have been examining 
our subscription lists, and their replies are typical of the one 
above from J. R. Pate, President, Ist National Bank, Carmen, 


Capper’s Farmer attracts as subscribers 90% of the best farm- 
ers around Carmen, Oklahoma, and a myriad of other farming 
centers like it. The attraction is the farm-tested editorial con- 
tent that tells a practical farmer how he can make more money. 
This kind of readership—1,200,000 strong—makes Capper’s 


CAPPER’S FARMER 


The ONE National Farm Magazine that Speaks the Farmer’s Language 


| Of special concern to advertis-| alyze the space situation in Latin | 
difficult be- | 


' 


Advertising Age, October 23 1944 


| 


| 


BOOSTS PORT — Appearing in New 
England newspapers, this ad announces 
the New Haven Railroad's new foreign 
trade department, organized for the 
purpose of selling the port of Boston 
to midwest and western shippers 


formation on tastes, buying habits. 
and purchasing power of the pop- 
ulation of foreign markets. Widely 
used before the war, this project 
provides information on business 
conditions in specified foreigy 
countries, with special emphasi; 
on exchange restrictions, trade 
controls and trade agreements 
Other surveys in specific lines wil] 
disclose customer preference. 
methods of sales promotion, dis- 


| competition. 


| business men. 


tribution channels, and existing 


The Division of Foreign Eco- 
nomic Information, which is 
headed by E. E. Schnellbacher, 
can supply information in re- 
sponse to specific requests from 
In addition, it is 
distributing an appreciable amount 
of statistical information on U. § 
trade with other nations. Recent 
reports include: “U. S. trade with 
other American republics—1942”: 
“Summary of foreign trade of the 
United States for the calenda: 
year 1941”; United States trade 
with Canada, 1942,” and _ simila: 
studies for a number of other 
countries. 


Northeast Resumes 


Boston, Montreal Run 


Northeast Airlines, Boston, has 
placed 1,000-line ads in 12 New 
England and eastern Canadiar 
metropolitan papers announcing 
resumption of its Boston to Mon- 
treal flight after a lapse of 28 
months. First ad announcing the 
air service ran Oct. 19 in the Bos- 
ton Herald-Traveler and will con- 
tinue for a three-week period. 
Chambers & Wiswell, Boston, is 
the agency. 


More key officials inW: 
ington read TIME regularly * 
readany other magazine, ho 
big its circulation. 


2: The members of Cor 
vote TIME the most imr 
U.S. magazine that ca! 
advertising. 


For further details write t« 


TIME 


9 Rockefeller Plaza, New York 20, ! 
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Everywhere you turn you hear a “prosper- 
ity’ story of greater sales, bigger wages, 
and more spendable income. But that story 
can have two sides. One is a reflection of 
more money due to inflated wages of a 
fixed population, while the other portrays 
increases in people, in homes, and in all 
those things which indicate a permanent 
trend. 


Take a careful look at these little 
charts. They clearly point out the reasons 
for Phoenix’ high sales and income fig- 
ures. Without exception these significant 
indices tell a story of healthy growth in 
permanent population. 

Here are the reasons you'll want to 
put the rich and GROWING Phoenix 
market on all your advertising schedules 
now and after the war. 
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BOB HALL, National Advertising Manager DICK LEWIS, General anager 
Representatives—Williams, Lawrence & Cresmer Co Representatives—Paul H. Raymer Co. e 
_— 


THE US. CENSUS BUREAU ACREES 


Dr. Philip M. Hauser, assistant director of the United States Bureau of the 
Census puts Phoenix in that exclusive group of 17 fastest growing cities of 
the nation most likely to retain war-time growth in the post-war period. So 
mark the Phoenix Metropolitan Market down with a permanent population 


of over 200,000 as shown by every ration book count since 1942. 
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a Forms Own Agen for the past nine years, has re- | 
; ae Larry Bae on signed to open his own agency in Personna Blades civ Attir, 
™ of Station WNBC, Hartford, Conn.,| Hartford. for Christmas Send — , ) 
pi PERSONNA “ 
| Mailing Featured ak 
ala 3 New York, Oct. 17,—Personna ; 


Blade Company has started its 
fourth-quarter campaign in 148 
, newspapers throughout the coun- 
=i try, stressing the unique qualifica- 
as tions of the blades as Christmas 
gifts for both servicemen and 
civilians. Color and _ black-and- 
white insertions in Esquire, For-| 
tune, Life, Look, Time and The 
New Yorker supplement newspa- 
per copy. 

Featured in the ads are the $5 
gift box, containing 50 blades, 
weighing less than eight ounces, 
and therefore suitable for mailing 
to servicemen without special re- 
quest, and the Personna blade-let- 
ter. Priced at $1, the blade-letter 
contains 10 blades, with space for 
writing. The combination is of- 
fered in a mailing folder which * , 
can be mailed any time and goes WHOT EVERY SERVICEMAN LOVES TO GET 
anywhere for 6 cents. It is ex- 
pected to appeal particularly to oe een sages — New bie is distributing this new graphic 

persons who missed the Oct. 15 blade dispenser for counter display to tell the story of its "blade mail," the 
418 SO. MARKET STREET, CHICAGO 7, WABASH 3504 deadline on overseas packages. gift with the message which goes first class “any time and anywhere to service- 
© osu Newspaper insertions are ap- men." 
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SMERICAS FIMEST BLMOES—FOR AMERICAS FeMERT 


pearing weekly, in sizes varying 


W) P . Ee 2,02 ee, one A 
hat S the difference ‘Herald Trib.’ Forum 


Plans Announced 
General theme of the New York 


Herald Tribune’s annual forum on 
current problems will be “Build- 
* ers of the World Ahead,” with 


four sessions scheduled on special 
aspects of the postwar world. 
> Forum will be held Oct. 16-18 at 


the Waldorf-Astoria, New York. 
Mrs. Ogden Reid, vice-president of 

Nn CO e the newspaper, will preside. 
> * In addition to various govern- 


ment, Army, Navy and political 
officials, President Roosevelt will 
broadcast to the closing session, 


* d Gov. Th E. D il 
That’s what Portland retailers wanted to know ccosk. ‘the ieraad Wetbere ies 
— pig ge es Saae — 
bd twor Tr e s our 
50 they sought the aid of The Journal neindenets tesen the datums, OH 
Blue prey * ———— = 
. i 
.. and got 125 pages of facts about their customers funers tee landing Ga Can 
and Mutual will also carry some 
—facts also of interest to you! nied 


Directs WISH Sales 


Lyman G. Hunter, formerly 
public relations director of Station 


families. This material includes vital WISH, Indianapolis, has been sp- 


HEN war activity jumps a city’s population 30% 


...increases monthly industrial payrolls from statistics of families, current home pointed sales manager. For seve- 
$5,175,999 to $34,247,504 . . . it is imperative that its busi- data and plans for future improve- eral years Mr. Hunter was adver- 
ness people look ahead and plan for the future of such ments, information about household Rune menage of Sem eegee | Ue 


appliances owned and wanted, data Company, Indianapolis. 


on automobiles, clothing, food brands 
and buying habits, hobbies, etc. Cur- 
rently it is being released in a series 
of special presentations to Portland 
retailers and businessmen. 


a market. 


Early this year Portland retailers realized that they 
must have current up-to-the-minute information about 
such things as... What are the most popular price 
points? How many families need household appliances 
and what kind? What are Portland ~— 
families planning to buy when con- ; If you are selling in the Portland 
sumer goods are released? market or are interested in selling here, whether it 
be cosmetics or furnaces, you will find much of interest 
and value in this study. It contains facts—not opinions 
—material available nowhere else. A note to the adver- 

é tising director of The Journal, or Reynolds-Fitzgerald, 
Journal by R. L. Polk & Co. This was tte national Baron cscs will vine you om in- 
the third such study sponsored by 


The Journal. The first in 1932 and formation you desire about the Portland, Oregon market, Why Not Fish 


- as revealed in this census of consumers. 
the second in 1934. 


i. citetts bed dene eonlie In sponsoring four consumer studies during the past 12 years, On the other side toa? 


: The Journal has given to Portland business men an opportunity 
proved to Portland business that early to compare facts about their customers ... has given them an 
this year the Retail Trade Bureau insight on the growth and development 

came to The Journal with of their market. That Portland retailers 
an urgent request! Would The recognize the valuable and unusual 
Journal make a fourth consum- public service rendered by these con- 
er study of Portland, and do it tinuing studies is evidenced in their “gens 
in 1944? Would The Journal request to The Journal for this fourth Ke . 


The latest available data of this 
nature were in the 1941 consumer 
study of Portland made for The 


Tampa and St. Petersburg 
make up one retail market 
Both cities are important 
Tampa represents about 60°, 
and St. Petersburg 40%, 
retail sales. 


But you can't cover St. Peter 
burg's 40% by using Tame 
newspapers. No Tampa new 
paper has as much as 30 


find out what Portland con- study at this critical time! Little wonder 


sumers are currently thinking 
... get a preview of their plan- 


that The Journal is Portland’s favorite 


4 4 
: , ae a 
newspaper among retail advertisers and TOS, . A 


? : ; readers alike! average daily circulation her: 
ning for the future? Don't miss this important 40° 
The Journal would and did! ... If you lived in Portland you’d read Work both sides of Tamp 


Bay. Advertise in St. Peter 


The JOURNAL cee 


It immediately authorized the 
research department of R. L. 
Ss Bac Polk & Co. to undertake its 


ST PETERSBURG NEWSPAPERS SERMMM 
fourth study of the Portland Consumer Market. Octo- PORTLAND, OREGON if sning and Sund + Independent 
ber, 1944 saw the completion of this comprehensive cen- Afternoon and Sunday Represented Nationally by 
sus of consumers... 125 pages containing hundreds of THEIS & A 


Represented Nationally by REYNOLDS-FITZGERALD | JACKSONVILLE Lice V¥ ) OBENAS 


j thousands of pertinent, timely facts about Portland Member Metropolitan & Pacific Porade Group 
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Get the Children out 
of the jails 


Don’t the citizens of our counties know 


phi what their jails are like? Don’t they care? 
sia Could they sleep well, knowing that 
nigh thousands of children in jails are being 
agency. ° ° ° 
treated with less consideration than barn- 
yard animals? 
w York 
rum on 
‘Build- 
wit 
ae In this limited space we cannot describe 
6-18 oe . 
otk the conditions Vera Connolly reports, in 
over “Get the Children out of the jails.” Millions 
»] will ° 
esson of women will read about them—and be 
y wi 
Bl aroused by them, we hope—in the 
our 
¥ pro November Companion. 
e CBS 
y some 
Could any women’s magazine be called 
cents vital to women, if it did not take a report 
r seve like this straight to the mothers of America? : 
re 7U - re ae 
' No less than 91 times, since March 1943, a 
a the Companion has brought its readers 9 _ 
Ret tee 
I face to face with problems that are chal- I 
—_—,, 
lenging women today from all sides. This 
ey vigorous article program is our obligation 
to modern women—a service just as vital 
to them as that other indispensable service, 
too? the Companion’s homemaking pages. 
tet | , 
; -— ——————— ee ° | 
: F iii - a a Ps =i Sage a> - 
' , x easel oe es es WOMAN'S HOMI : re 
: ee a CCOMPANION 
; gs . - 3 a THE CROWELL-COLLIER PUBLISHING COMPAN} 
M _ , 
| THE COMPLETE WOMAN’S MAGAZINE 
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Manufacturers Willing to 
Continue War Orders 


Washington, Oct. 19—To their 
own surprise, WPB and military 
officials who are deciding which 
plants to continue on war work 
after V-E Day are having little 
difficulty finding manufacturers 


who are willing to keep war orders | 


even after reconversion gets under 
way. 

While no figures have been re- 
leased to substantiate the point, 
WPB Chairman J. A. Krug has 
commented on it several times. 
The answer, he believes, lies in the 
fact that industry regards war 
orders as “bread and butter busi- 
ness” which will keep organiza- 
tions and labor forces intact dur- 
ing the retooling period. 


To shorten this process, WPB is | 


planning cutbacks so that plants 
which make key components such 
as washing machine wringers and 
electric motors, will be free of war 
work as quickly as possible, in 
many cases before V-E Day. 

With production of these com- | 
ponents started, Mr. Krug will lift | 
inventory restrictions and allow 
durable goods manufacturers to 
stock up on parts so that they can 
begin assembly of new products 
soon after they are relieved of 
war work. 

All in all, young Mr. Krug is 
very much on top of the reconver- | 
sion problem now, and it at last 
begins to look as if the switchover 
will be made with a semblance of 
order. 


* * @ 

Vigil: Price Administrator Ches- 
ter Bowles has conditioned him- 
self for at least 10 more months of | 
Washington’s disheartening weath- 
er. After V-E Day, OPA will 
face its most severe test, he pre- 


By STANLEY E. COHEN, Washington Editor 


‘orderly distribution through regu- 


dicts, and not the least of it will) tributors.” 
|be the task of convincing staff) Murray says, will delve into “op-| short. 


|proved quality 


|Coming: Billed for a run 


soap, OPA tells 
manufacturers, but retail meat 
dealers are advised that the need 
for waste fat collections “is as 
great now as it ever was.” Butchers 
are told to keep it up “now and 
after the fall of Germany.” 
before 


small distributors who handle] 
their products.” The committee | 
also wants to learn how mail order | 
and chain stores treat small manu- 
facturers who supply them. 
Enterprise: WPB will toss out. 
quota restrictions on production of | 
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with ample helium, An 
lighter-than-air craft could 
at three to four times the sp: 
steamships for a half to 

the ton-mile operating cost ; 


planes. Approval: Busines 
who serve on the Budget Bu 
special advisory committe 


'the Murray small business commit- | popular priced shoes, opening the| questionnaires are congratu 
/tee of the Senate is “Relationship| way for newcomers to enter the| Robert Hinckley, director . 
between manufacturers and dis-|shoe field, but military require-| Office of Contract Settlemen 


This series, Senator 


| ments 


still 
Bid: 


keep shoe 
Goodyear 


supplies | 
Aircraft | 


the uniform and simplified 
he has issued to speed co) 


|members that they must continue | pressive trade practices frequently | Corp. reminds the Civil Aeronau- | payments. 
| on the job for five to seven months | employed by large manufacturers 


|after Hitler falls. According to 
| Bowles’ argument, many prices 
| will sag away from ceilings soon 
|after V-E Day. Unless OPA ceil- 
ings are held, these prices will 
move rapidly upward during the 
period five to seven months after 


| gets under way. If 


| production 


|OPA officials stick to their jobs 
juntil the second period ends, 
|(when inventories are rebuilt), 


i'they can close up shop assured 
that the debacle of 1920 will not 
be repeated. Finis: Among the 
Congressional committees that will 
|go out of business when the new 
|Congress assembles is the House 
|FCC Investigation. Conducted at 
a cost of more than $100,000, it has 
| been a net loss to the taxpayers, 
and for that matter the broadcas- 
ters who honestly wanted to find 
|}out what changes were necessary 
ito improve the Communications 


| Act. at 


* 

Confirmation: Surplus Property | 
salesman Ernest Olrich openly 
vents his fear that “Uncle” Maury 
Maverick’s Smaller War Plants | 
Corporation will be the biggest | 
speculator of World War II. First | 
outlined in ADVERTISING AGE Sept. | 
18, this situation hinges on powers | 
which Congress gave Maverick to} 
buy surpluses, then loan money to | 
veterans and others who want to| 
go into business. Salesman Olrich | 
warns that these new outfits may | 
gobble up brand name goods, ham- 
string Treasury’s plan to turn back 
such items to manufacturers for 


lar trade channels. Normalcy: Fat 
and oil situation now permits im- | 


4 Tht ‘ : 
* Meaning “Post-War” 


| 


| 


| 


People in the South Bend Retail Trading Area are planning 
to buy $36.728.115 worth of automobiles, electric appliances, 
furniture, furnishings and homes in the post-war period. 


This huge figure is based on a national survey recently made 
for the United States Chamber of Commerce—the percent- 
ages released have simply been applied to the 103.404 families 
in the area. A big post-war market here in Northern Indiana 
and Southern Michigan is certainly indicated. 


This market—in which $13,672.20] will be spent for autos 
and electrical appliances, $2,101,914 for furniture and fur- 
nishings ard $20,954,000 for homes—can best be reached by 
using The South Bend Tribune, with its 82.000 circulation. 


The Tribune has shown a gain in circulation each month for 
in spite of no promotional efforts. 
they depend on its 


eleven consecutive years 


People in this area like The Tribune 


news coverage. The circulation is the largest between Indian- 
apolis and Grand Rapids. 


“Newspapers Get Immediate Action™ 
STORY, BROOKS & FINLEY, INC. National Representatives 


in relation to the thousands of 


tics Board that dirigibles may} 
come back after the war. Blessed | 


Talk: It’s amusing to read 
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tisfy the type of men required 
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ions of OWI’s “postwar” 
Though some functions of 
erseas Branch may continue, 
little reason to believe the 
e branch can outlive the 
op officials privately admit 
tions have already overbur- 
he existing staff, who fear 
E Day will bring total col- 
‘ the organization. Govern- 
imply does not pay enough 


tresses, many will go to paper mills 
for salvage of rag content. Tip: 
Turkeys will be a rarity on home 
front Thanksgiving tables. Even 
the Army is far behind on its pur- 
chases. In the works: Manufac- 
turers will make 50,000 oil burners 
this winter, as soon as electric 
motors can be had. Government 
approval will be needed before 
they can be installed in homes 
using other types of heat. 


plates have been relaxed some- 
what. Order: Paper inventories of 
commercial printers, magazine 


naire on their paper usage to the 
Bureau of the Census. Complaint: 
Housewives wonder why restau- 
publishers and others have been| rants have steak, butchers have 
officially cut back 15%. Warning:| none; hotels wonder why hause- 
WPB is still worried about produc- | wives can buy sheets and pillow- 
tion of radio and radar equipment.| cases; hotels, none. 

New demands for tubes may post- | 
pone reappearance of sets for civil-| y_: 

ians. Industry definitely stated at Joins Deadwyler Agency 
a recent meeting that first sets will Sterling Wright, program direc- 


be “prewar or similar to prewar,’ | tor of Station WSPA, Spartanburg, | 


iob. Opportunity: Treasury that new models will wait several| S. C., has resigned to become of- 


“oft ing thousands of used cot- Help: Printers no longer have to| months. Blackout: Less than half} fice manager and account execu- | 
mattresses for sale. Since | scrap obsolete plates. Moreover,|the nation’s 38,000 commercial|tive of Deadwyler Advertising | 
tates forbid resale of mat- | restrictions on copper and zinc for | printers have returned a question- | Agency, Charlotte, N. C. 
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ly customers have a 
fender way with meat 


... Chankt 7 Geille Home + Garden, “When the packers 


ee 


»>—_— ng 


warned me that feed shortages would mean unfinished beef 


: ; IF you like to reach 
this fall, I was plenty worried about what my customers would rich markets where 
spendable income is 


high—war or no war... 


say. But thanks to Better Homes & Gardens, they were pre- 


; 
a 
ee 
ae 


pared for less tender meat before it hit the market ... and IF you want complete 
radio coverage in one of 
the best of these markets 
—the East Texas - North 
Louisiana-South Arkan- 


sas region... 


primed with ideas for serving it in dozens of tasty dishes. 


‘You timed the solution to this problem right on the 


IF you want that radio 
coverage to be not only 


nose. I don’t know any other magazine that’s called the turn 


available to, but welcome 


on wartime food problems as often as Better Homes & Gardens in, the homes ete 
area... 
...or whose ideas on food are followed by so many families.” v 
THEN USE A 


Yes, Better Homes & Gardens’ accurate, long-range edi- | 
torial planning has made it the nation’s number one authority | B G 


ar | STATION 
on food, as well as on other phases of family living, from | ¥ 


gardening to child training. With its practical understanding TO COVER THIS 
of what America needs, small wonder families everywhere 


live according to Better Homes & Gardens. 


KWKH 


50,000 WATTS 


Better Homes & Gardens a 


SHREVEPORT, LOUISIANA 


THE BRANHAM CO 


America’s Family-Service Home Magazine 


Meredith Publishing Company. Des Moines 3. lowa 
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‘AA’ Notice Gets Action 
for Office Supply Firm 


To the Editor: You may be in- 
terested to learn that on the day 
following publication of your little 
editorial page squib on our “Forms 
of Address” booklet, we had a 
wire from an advertising man in 
Birmingham, Ala., requesting a 
sample. This was sent, and we 
soon discovered that he was repre- 
senting an office supply dealer in 
that city who wanted to buy some 
of these booklets for his own use. 

This gave us a new idea, and a 
slight revision of the original Hor- 
der edition was made and offered 
to stationers throughout the coun- 
try who are customers of our sub- 
sidiary company, Associated Sta- 
tioners Supply Company, with a 
final result that the total printing 
has run 100,000 copies, most of 
which have been sold. 

This is quite interesting inas- 


This department is a reader’s forum. Letters are welcome. 


much as the little item in ADVER- 
TISING AGE brought a new idea 
back to us from one of your read- 
ers, which has resulted in our be- 
ing of service to a lot of dealers 
throughout the country, and to a 
great many thousand secretaries 
and stenographers. 
F. H. JoONEs JR., 
Advertising & Sales Promotion 
Manager, Horder’s, Inc., Chi- 
cago. 
a oe 


Timken Employes Get 


War Work Postcards 


To the Editor: Thought you 
might like to see some samples of 
our latest labor relations project. 

We are engaged in photograph- 
ing every Timken man and woman 
at his work and giving him, to- 
gether with the negative, five 
postcard copies imprinted with the 
legend “Working for Victory at 
Timken.” The postcards may be 


mailed to relatives and friends in 
the armed forces. 

So far, midway in the work, we 
have averaged 98% of employes 
solicited. Those who decline the 
offer are, in the main, either bash- 
ful or coy. We now employ ap- 
proximately 18,000 people, includ- 
ing all office personnel, who are 
also being solicited. 

JOHN YEZBAK, 

Manager, News Bureau, Tim- 

ken Roller Bearing Company, 

Canton, O. 
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“Value for Price’ 


To the Editor: Your interview 
with Walter Hoving, president of 
Lord & Taylor, New York depart- 
ment store, (AA, Oct. 2) was most 
interesting. I had been wonder- 
ing, as doubtless had many others, 
what was behind the new L&T 
“no-price”’ copy with its large 
space and just a few figures to fill 


“I-A, eh? Not when [ get through with you, 
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it. Granted it creates atmosphere 
and possibly attracts some busi- 
ness indirectly. But to credit cur- 
rent sales figures as resulting from 
the new advertising is debatable. 
Give me a “pitch” today anywhere 
on Fifth Avenue and I'll sell any- 
thing you have, from collar but- 
tons to locomotives. 

Too many merchants and manu- 
facturers are patting themselves 
on the back for increased volume 
in a market that’s lousy with coin 
and short billions in consumer 
goods. The time to test bizarre 
advertising methods is when sales 
are hard to make. A department 
store’s business is to sell, now and 
in the future. If it offers “value 
for price” daily, it won’t have to 
worry about attracting new cus- 
tomers to the store. For proof try 
to buck the crowds any day at 
Macy’s. 

J. B. MiILcrAM, 

Advertising and Merchandis- 

ing Manager, John F. Trom- 

mer, Inc., Brooklyn, N. Y. 
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Thanks ‘AA’ for 


Wire Recorder Report 


To the Editor: You are to be 
congratulated on the able article 
on the Armour magnetic wire 
sound recorder, by John Miller, 
which appeared in the Oct. 9 issue 
of ADVERTISING AGE. 

So many rumors and so much 
misinformation have gained cur- 
rency regarding the organization 
plans and the recorder itself that 
it is a great satisfaction to find 
you among those who have taken 
the trouble to investigate the mat- 
ter and report on it accurately. 

We find there is a tendency on 
the part of some to form their 
judgment of wire recording on 
the present machines made for the 
Army and Navy. These, of course, 
are designed and built to meet 
military specifications and war re- 
quirements, and do not necessarily 
represent machines that will make 
their appearance in due time for 
special applications, or even for 
home recording and play-back. 

We appreciate your interest and 
will be pleased to advise you of 
new developments at the proper 
time. 

Lucius A. CROWELL, 
Chairman, Industrial and Edu- 
cational Uses, Armour Re- 
search Foundation, Chicago. 
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Breaks for Longfellows 


To the Editor: Under “Ad-lib- 
bing” in your Oct. 9 issue there 
was a very interesting item con- 
cerning the National Retail Furni- 
ture Association interesting them- 
selves in offering a larger size 
bed. It is gratifying to find that, 
even though it took a war to wake 
them up, the business has discov- 
ered that America is not a nation 
of midgets. 

Now, if shirt manufacturers will 
also wake up and begin supplying 
a sufficient quantity of 36” sleeves, 
bigger men might begin getting a 
break. It is practically impossible 
to buy a novelty shirt or a colored 
pattern in anything but a 35” 
sleeve—why, only the moguls of 


Advertising Age, October : 


the shirt business can ans\ 

This might be a good 
awaken the Longfellow 
again to the importance 


original campaign to rais¢ oa 
heights. Perhaps the inning 
G.I.’s will also object to “duckin. 


awnings after they have - 
much time “ducking” other thj,,. 
of greater importance. a 
JULIAN Kip 
Loomis Advertising 
Kansas City, Mo. 
Fv VY? 


Busy Hands 


To the Editor: Is this Smith, 
Corona vs. Jack & Heintz a priy., 
hand-to-hand fight (AA. Voi, 
Oct. 2) or can others get in? 

If so, here’s a “hands” ad whic, 


busy hands 


The hands (hot ence were busy tyrmine 
out novelty watch canes ore new engaged om Tonk 
move vital Theis shill thew speed ond strength ore mon 
erking te contrimute whet little they me 
om the tasks of we producto 
There con be ne mare watch cones watit thin i ere 
ne mere new designs until we here —9n 
the fest atop in the mew design fore batter world 
SIR 


i STEIN & SONS ACI N\S 
0 a arene ae 


ee ee 


we did in October, 1943. Public: 
tion — National Jeweler; artist- 
Hans Moller. 
IRVING K. Marks, 
Vice-President, Frank Best & 
Co., New York. 
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Catalog Ad Starts 
Merchandising Career 


To the Editor: We came by an) 
instinct that we may have fo 
merchandising at a tender age an 
somewhat by accident. It pre 
ceded, by a number of years, tha’ 
pleasant day 30 years ago whe! 
we launched into hospital supplies 
To be exact we were only 13. 

It came about through a small 
boy’s flair for writing to variow 
advertisers for their catalogs, i 
furnished free. We didn’t, for ex- 
ample, care anything about learn: 
ing to play the banjo, but a catz- 
log on “How to Play the Banjo 
10 Easy Lessons” seemed irresist- 
ible. Besides, we liked to get mai 
from important people. 

One day we had cleaned up 3 
grist of catalog requests for this 
and that, when our eye lit on 
small advertisement which stated 
that you could make an easy ané 
comfortable living by owning you 
own tea and coffee business. Wé 
hadn’t the slightest idea of becom- 
ing comfortably affluent at 
tender an age, but for the price @ 
a postcard were sure to get some 
interesting details. So we sent! 
along. 

A week later two gentlemen 
rang our front doorbell. Mothet 


,) %& COMPLETELY COVE 
BALTIMORE — AMERICA'S 
SIXTH LARGEST 
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r, new eV erybody in town and 
me jffliehen <ne found two strangers in- 
S0Cityimyiring for W. M. Ross, which 

the MEnid only be us, she decided that 


© AWningme | gotten into some mess, 
relurnieMlliich indeed we had. She called 
‘du king to the door. The gentlemen 


obably as surprised to see 
and general condition of 
weir prospect as we were to see 


AIRK, hem 

service They announced themselves as 
e president and sales manager, 
scpectively, of a certain tea and 
offee house to which “you have 
pplied for a franchise.” If it had 
; Roosevelt himself on our 


Smuth & PY) Vir. 
private if toop, we couldn’t have been 
nore tongue-tied! 
‘Here were two big business men, 
ve took that for granted, who had 
me all the way from Chicago 
ist € necially to see us. We defi- 
jtely didn’t want to go into the 
»a and coffee business, but be- 
re they left our house we defi- 
tely were in the tea and coffee 
ysiness, and spices and flavoring 


xtracts too! 
It turned out rather better than 
ds e expected. The products were 


xcellent and a wide coterie of 
riendly housewives were willing 
o buy; so each week Len Bushy’s 
ray drew up to our house with 
substantial freight shipment. 
fost of our customers called us 
Villie or William. One perky 
widow, who supported a sizable 
amily by taking in washing, called 
5 Mr. Ross, which pleased us 
jighly. We enjoyed visiting with 
er and one bright winter after- 
»oon found her all aflutter. “Oh, 
Ir, Ross,’ she exclaimed, “I wish 
ou could have seen my daughter’s 
redding last week. It was the 
oveliest thing you ever saw, and 
rou just ought to see the sweet 


Public: 
; artist - 


Reet & ittle baby they have!” ; 
; Small boys of that period were | 
not as well informed as the pres- 
pnt generation is alleged to be, but 
t seemed like a very rapid se- 
huence of events! We were, in 
reer act, nonplussed! But a merchent 
1e by an¥earns early to keep his own coun- 
have fom—el. So we said nothing. 
r age an WILL Ross, 

It pre#™ Will Ross, Inc., Hospital Sup- 
ears, thal plies, Milwaukee. 
igo whel —_—_—_—. | 
— Two Join Scheibner | 
1 a small Fred M. Strauss, formerly with 
o various™he Seattle Post-Intelligencer and 
talogs, if™Milton Alexander Company, De- 
’t, for ex-Mroit, has joined Hugo Scheibner, 
yut learn-M™inc., Los Angeles, as production 
1t a cata@™Mmanager. Harriet Wilbur, for- 
Banjo ingMmerly in charge of radio copy- 
1 irresist-@™Writing of Lee Ringer Advertising 


> get mai gency, Los Angeles, has joined 
he agency as a copywriter. The 
pgency, which specializes in 
ashion accounts, has recently been 
ppointed to handle nine addi- 
i ional West Coast apparel compa- 


ned up 3 
; for this 
. lit on a 
ich stated 
easy and 
ning you 
ness. We 
of becom- 
ait. at 
e price Ol 
get some 
ve sent Il 
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inston-Salem 
Looks Ahead! 


In anticipation of a continuous 
browth Winston-Salem is planning 
$2,500,000 city hospital. 

That bit of information, i in itself, | 
Snot <tartling in view of Winston- | 
palem's past performance . . . to 
Micipate the needs of a thriving | 
ity. . BEFORE the needs be-| 
ome nergency . . to keep look- 
MQ ahead... to keep building a | 
sreat; city. 

Thai's why more advertisers are 
ceping Winston-Salem as a 
Must market in North Carolina. | 


OURNAL and SENTINEL 
Wirston-Salem, North Carolina 


‘tional Representatives— 
<LLY-SMITH COMPANY 


t4- 
~ a 


NRDGA Issues Monthly 
Store Ad-Sales Report 


In cooperation with a large 
group of department stores in 
various sections of the country, 
the sales promotion division of the 
National Retail Dry Goods As- 
sociation has evolved an analysis 
of newspaper advertising percent- 
age costs to sales, covering all 
departments in a store. The an- 
alysis will be sent out each month 
to stores contributing to its com- 
pilation and can be used to de- 
termine the publicity expense by 
each department and for the store 
as a whole, as well as to plan fu- 
ture publicity expenses. 

First analysis shows typical fig- 
ures, representing the total stores 
involved, ranging from a low of 
1.2% to a high of 4.5%, with a 
general average of 2.25% news- 
paper advertising cost to sales. 


Fairchild Publications 
Issues Retail Tax Guide 


Fairchild Publications, New 
York, on Nov. 20 will publish 
“Fairchild’s Income Tax Guide for 
Retailers,” a 150-page book, be- 
lieved to be the first devoted spe- 
cifically to the tax problems of the 
average retailer. 

The book, which is the work of 
Harold Gold and Louis Haimoff, 
New York attorneys, will be 
available in a limited edition at 
$3 per copy. 


Two Accounts to Riordan 

John H. Riordan Company, Los 
Angeles, has been appointed to 
handle advertising of R. S. Jones 
& Son, San Gabriel, Cal., manu- 
facturer of hardware equipment, 
and for New-Field Machined Parts 
Company, maker of machine tool 
equipment. 


Open Red Raven Drive 


Insertions of 150 lines each in 
the Boston Herald-Traveler, Chi- 
cago Tribune, Detroit News and 
Philadelphia Evening Bulletin 
have been placed by Red Raven 
Rubber Company, Newark, manu- 
facturer of rubber wear for in- 
fants, to promote ‘‘Healthi-panty.” 
The campaign, which will be ex- 
tended to trade publications in 
1945, suggests mothers make “baby 
panty-happy with Healthi-panty.” 
S. Duane Lyon, Inc., New York, is 
the agency. 


Heads Stearns in Canada 


L. Earle Wicklim has been ap- 
pointed president and managing 
director of Frederick Stearns & 
Co. of Canada, Windsor, Ont., and 
its subsidiary, Nyal Company, 
Windsor. 


“Mind if I turn on WF DF 
Flint?” 


Manufacturers 


= To THE ADVERTISING AGENCY j 
EXECUTIVE WHO CAN HELP SELL AD 


— HALCF-BILLION DOLLARS 


next year will produce 


well over a half-billion dollars worth of 


dresses for America’s 


women. 


fashion conscious 


Most of these dresses will be 


sold in one way or another. But how they 


groups doing far less volume also use more 
advertising to promote their merchandise 


nationally. 


The manufacturer who now steps up his 


are sold will determine whether the man- 
ufacturer and retailer are to enjoy the 
profitable dress business they set out to do. 
We point to the importance of the dress 
division of textiles and apparel because 
we believe that when you consider this unit, 
you, as an agency executive, are bound to 
realize the tremendous “New Business” 
potential in all fashions. 


The half-billion dollar wholesale dress 
volume does not include the house dress, 
aprons, and uniforms. It is confined to 
types where more expensive materials and 
style creativeness are of greatest import- 
ance. Although it is a big division of tex- 
tiles and apparel, dresses account for only 
a part of the total business done by the 
second largest industry in America. In 
fact, dresses make up only one-fourteenth 
of the 7 billion dollar textile and apparel 
volume. 


Yet, even in normal years, the number of 
advertising agencies in the textile and ap- 
parel field has been surprisingly small. The 
amount spent in national trade and con- 
sumer media is far less than could be used 
profitably by textile and apparel busi- 
nesses. The food industry spends eight 
times as much in advertising. Other 


The Retailer’s 


advertising with agency-directed schedules 
in national trade and consumer media 
makes a wise choice. Through this 
method he will find it easier to sell next 
year’s output at a profit, and to pave the 
way for ready-made sales in the years that 
follow. 


There are any number of success stories 
wherein agencies helped textile and apparel 
manufacturers gain and hold a place of 
national leadership. More of these success 
stories will be written in the immediate 
years ahead. You know, of course, that 
scores of agencies have textile and apparel 
accounts. And you also know that some 
of today’s outstanding advertising is being 
done in this field. But the fact remains 
that there are too few agency-directed ac- 
counts for an industry of this size. Only 
the surface has been scratched in develop- 
ing the business that is here. 


It is time to go forward with fashion ac- 
count plans that can mean continued 
growth for manufacturers and a profitable 
source of “New 
agency. 


Business” for your 


i ge 


National Newspaper 


Fairchild Publications 


WOMEN’S WEAR DAILY @ DAILY NEWS RECORD @ RETAILING HOME FURNISHINGS e@ 


MEN’S WEAR @ CHICAGO APPAREL GAZETTE @ FAIRCHILD'S TRADE DIR-CTORIE~ 
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By dinner time every night, more than a million people in Chicago have The TIMES available in their homes for 
leisure reading. More than 300,000 people pause at the newsstand to buy their copy of The TIMES to carry home on 
their way from work in Chicago's offices and shops. More than 100,000 other Chicago families pay a premium price 
to make certain that their copy is delivered directly to their doorstep. ¥& It is no slap-dash, train or subway circulation 
paper, bought for a time killer and thrown away at the end of the ride. 4 It goes home because the family has grown 
to depend on it for things they want—whether it’s read by Junior for the comics, by father for the war news, by 
mother for the women’s pages or by big sister to check the movie directory before a date with her beau. ye: And 
when the family goes to market, they still depend on The TIMES. That's the reason why the trend of TIMES 
advertising has been consistently upward. The home going family newspaper circulation, 95% concentrated in the 
trading area of America’s second largest market, is available to you at one of the lowest milline rates for evening news- 


papers in the United States 


THE fi TIMES 


CHICAGO'S URE NEWSPAPER 
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sing Age, October 23, 1944 


Wdve 


Dear Joe : 


Each week G. I. Joe, former young adman, 
gets a letter from a prominent advertising 
man, discussing some basic situation or point 


view that will be important for “Joe” to bear in mind when he returns to 


wilian life in the advertising business. 


pear vd VE. 
‘Coming home Joe! That’s the thought 
sich is running through our minds these 
Lys. Coming home coming back 
advertising ... a business with oppor- 
nities of the kind that 
inerica has always of- 
ed to each rising 
neration. 
While you were do- 
¢ so nobly in the 
gest job of all time, 
o were unable to 
ticipate, have been 
eping things together 
advertising—so that 
e business is still here 
d looking forward to 
reater things than 


K. H. Fulton 


The war has brought some changes. 
ew material, new formulas, and new 
bethods have greatly accelerated our 
justrial production. To help find and 
lop markets for our vastly increased 
pacity to produce will call for advertis- 
gof the highest order. 
must help the manufacturer in de- 
ping constantly expanding markets 
his products. 
It must help the wholesaler and retailer 
1speeding up the turnover of their stock 
i thus increase their sales and returns. 
It must help the consumer by going di- 
tly to them. It must show, explain, 
lucate; so that it will stimulate and de- 
lop a desire for better things, thus lead- 
lg people upward to higher standards of 
It must be a means of conveying to the 
iblic the merits of our American system, 


which offers equal opportunity to all. 
People must be informed about this sys- 
tem and helped to understand why it is a 
powerful force for economic and social 
good. 

In short, advertising must be an aid to 
production, distribution, employment, and 
the attainment of an ever higher standard 
of living. Hence, it may be expected to 
play a vitally important part in postwar 
prosperity. 

To try and tell you how advertising 
should be done postwar is not my inten- 
tion. Advertising must be adapted to 
serve the needs of the day. It will be your 
job to ascertain the facts, to interpret 
situations, to supply the ideas, to initiate 
new methods, to present the right appeals. 

Your military training, however, has 
helped you to develop the ability and in- 
genuity to cope with new situations as 
they arise. This resourcefulness will be a 
valuable help to you in advertising which 
has to be adapted to the ever changing 
conditions which affect people, products, 
and distribution. The most important of 
these is people—great masses of people— 
hence, the better knowledge you have of 
people, the better job you may expect to 
do in advertising. 

The future holds great promise for ad- 
vertising. It has a magnificent record in 
support of the war effort. It will be 
needed more than ever in the years ahead. 
Its opportunities are almost unlimited ... 
opportunities for those who will be en- 
gaged in advertising . . . and these oppor- 
tunities are yours, Joe. 

KERWIN H. FULTON, 

President, Outdoor Advertising In- 

corporated, New York. 


he Pay- Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


this department, basic principles which have proved their value in mail 
rier advertising—and which are equally important to the advertiser who 
oes not seek direct inquiries or orders—will be reviewed and discussed from 
peek to week. Pertinent case histories, queries and comments from readers 
e invited. Whenever possible they will be answered here. 


BY ELON G. BORTON 
dvertising Director, La Salle Extension 
University 
some of our large advertising agencies, 
said, do not particularly care to 
indle mail order advertising accounts. 
hers may handle one, but shuffle it off 
1a Minor executive in a back office, like 
poor relative who is not to be seen when 
mpany turns up. 
there are several obvious objections to 
dling such accounts. Mail order ac- 
e usually small in appropriation 
ere aren’t many million dollar ones). 
‘order ads are not usually glamorous 
there is little, if any, prestige for the 
icy. Mail order requires a _ special 
rcinigue which may gum up the agency 


‘nd ‘here are some other objections 
ild be given but which are not 
ced. Mail order advertising 
Ss spreads or four-color pages or 

Bn lation and rate publications, so 

issions are small in proportion 

the k involved. And mail order ad- 
las to make good in dollars and 
ts—its efficiency is checkable all 


h for the debit side of handling 
r advertising accounts. What 
credit side? 
order advertising account, if 
iandled, can be very valuable to 
But for its fullest value, it 
t attention from the key execu- 
its lessons should be available 
agency personnel. 
ier copy is very simple and very 
d it must constantly keep the 
hearer in mind—must emphasize 


the advantages he will get from the prod- 
uct advertised—a necessary fundamental 
of all advertising. 

Because it must get attention, arouse in- 
terest and stimulate action and must in 
fact stand or fall on its own intrinsic merit 
—which is more than much other adver- 
tising has to do—it demands more care 
in choosing and using the right appeals. 
Because it often uses small space, it calls 
for exact verbiage, the best use of words 
to express these appeals. And failure on 
either of these points shows up quickly in 
the results. 

So in some way it is fine training in 
copy writing. Indeed, one agency han- 
dling a successful mail order account re- 
quires all its new copywriters to study 
carefully the ads of this account and to 
practice writing them. 

This kind of advertising constantly tests 
also a number of items which are impor- 
tant in all advertising but which are 
sometimes minimized or vaguely guessed 
at. Among these are trends in public in- 
terest, the comparative pulling power of 
different media, changing trends in pub- 
lications or radio stations, the value of 
various positions in media, the compara- 
tive effect of different sizes of ads, the 
effect of color or illustrations, the impor- 
tance of timing as to period of the year in 
magazines and as to days of the week in 
newspapers, etc. 

Thus such an account can be for an 
agency a testing ground for new ideas and 
a check on procedure. Much of what it 
teaches perhaps cannot be carried over to 
general advertising, but enough can be to 
make it well worth while. It will help 
keep the staff close to fundamentals. Any 


advertising man will benefit by a close 
knowledge of mail order advertising find- 
ings. 

Moreover, and this is not to be sneezed 
at, mail order advertising accounts seem 
not to change agencies as often as many 


general accounts. They require, too, much 
less of the extras—merchandising and 
marketing aid, research, football tickets, 
etc.—they are much more apt to ask only 
for straight advertising service in the old 
sense of the phrase. 


lhe Creative Mans Corner 


When, a few months ago, this Corner 
called current wartime railroad advertis- 
ing boastful and tiresome, we think there 
was almost no exception. 

Today there are at least two. 

One is the first rate campaign of the 
New York Central System and the other 


What makes a train run? 


Francisco, 

“A train thunders by, and all you are 
conscious of is the thrill of a thousand 
tons of steel going places. You may catch 
a friendly wave from the Engineer or 
Fireman, but they’re the only people you 


see. 
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§-P The friendly Southern Pacific 


comes out of the West—from Southern 
Pacific. 

Each, in its own way, goes into the 
fascinating business of making trains run 
and Southern Pacific manages also to 
make this business both warm and per- 
sonal. 

“A train thunders by. 

“Perhaps it is Southern Pacific’s Over- 
land Limited, roaring up the grade to the 
7,000-foot Sierra summit, bound for San 
Francisco. Maybe it’s the sleek Golden 
State Limited, streaking through South- 
ern Arizona’s cactus forests on its way to 
Los Angeles. Maybe it’s the famous Sun- 
set Limited, whistling for a crossing in 
the bayous and cypress groves of Louisi- 
ana. Or it may be the Cascade, winding 
down through the rugged Cascade Moun- 
tains on the run from Portland to San 


“You don’t see the Conductors, Brake- 
men and Porters, the Steward, Cooks, 
Waiters, Baggageman, Mail Clerk and 
Express Messenger who man the train. 
Nor do you see the thousands and thou- 
sands of other men and women who guide 
and guard the train over every mile of 
track. 

“Track Workers. . 
tricians and Linemen .. . Dispatchers . 
Telegraphers Commissary Work- 
ers . .. who last year served 4,600,000 
military meals to members of the Armed 
Forces. Car Cleaners, Car Inspectors, Air 
Brake Inspectors . .. and, last but not 


. Signalmen, Elec- 


least, the Call Boy—smallest cog in the 
‘behind-the-scenes’ machinery that makes 
the railroad tick. .. 
It is very easy to believe the signature, 
SP—the friendly Southern Pacific. 


” 


Wt all these mayor appliances were being manufactured now, all these small appliances were being manufactured now, 
which would you buy First,second and third?” (Total mentions) _—_ which would you buy first, second and third ?(Total mentions) 
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38 
WOXR Adds Peterson’‘s 


Peterson’s Ltd., New York, 
maker of pipes and tobacco, has 
become a participating sponsor for 
“Other People’s Business,” on | 
WQXR, New York, 11-11:30 a. m., 
EWT. The company is also spon- 
soring 12 station-break announce- 
ments weekly. Kleppner Company, 
New York, is the agency. 


THE DAILY BUSINESS NEWSPAPER OF THE 
NATION’S CREATEST INDUSTRIAL AREA 


Life Advertisers 
Urged to Stress 
‘Necessity’ Angle 


Grayson Praises 
Aid in Selling 
to Armed Forces 


New York, Oct. 19.—Life insur- 
ance companies should stress in 
their advertising the point that 
life insurance is an economic ne- 
cessity, Miss Corinne V. Loomis, 
associate general agent of John 
Hancock Mutual Life Insurance 
Company, Boston, told members of 
the Life Insurance Advertisers’ 
Association at their annual meet- 
ing here this week. 

Advertising and publicity repre- 


|sentatives of companies in all parts 
}of the country and Canada at- 
‘tended the three-day session, which 
|closed yesterday with installation 
|of new officers. Emphasis on the 
| “economic necessity” angle in in- 
| surance advertising was one of the 
| highlights of a program which in- 
cluded selling insurance to serv- 
icemen, meeting obligations to the 
returning serviceman, strengthen- 
ing and rebuilding depleted sales 
forces, and life insurance public 
relations. 

Life insurance advertising was 
seen by Miss Loomis as confront- 
ing a four-fold task: doing a good 
public relations job, breaking 
down public prejudices, building 
prestige for life insurance repre- 
sentatives, and convincing the pub- 
lic that life insurance is the easiest 
way to insure a guaranteed in- 
come. 


Lacks Eye Appeal 


Declaring that she is convinced 
life insurance advertising can be 
made “the most vital, interesting 


and thought arresting copy in any 
publication,” Miss Loomis said 
surveys indicate that much life in- 
surance copy today fails to get 
public attention because it lacks 
both eye appeal and human in- 
terest. 

“Our survey revealed,’ Miss 
Loomis said, “that most people re- 
member only four companies at 
most through their advertising. 
First is Metropolitan Life, with its 
health campaign. Second is Pru- 
dential, with its Rock of Gibraltar 
slogan. The two others with which 
many people were familiar are 
National Life and its historical 
campaign, and Phoenix, with ad- 
vertising based on income.” 

Miss Loomis asserted that life 
insurance advertising should take 
“second place to no other type of 
advertising, since there is no 
greater economic necessity’ in 
American life.” In addition to its 
income features, she pointed out, 
life insurance is “the only prop- 
erty that needs no management to 
administer” and “the only prop- 


Advertising Age, October 


Buyer F 


Should Know What 


PRINTING PRODUCTS CORPORATION 
Can Do For Them 


Equipment and Organization is umusual — Operation 


Printing Counsel is given on Economical Production and Proper Quality. 
Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS e PUBLICATIONS 


and printing requiring the same kind of equipment and organization to produce, 

such as Booklets, Price Lists, Flyers, House Organs, Convention Dailies, Proceed- 

ings of Conventions, Directories, College and Institutional Year Books, Paper 
Covered Books, Larger Quantities of Circulars, ete. 


HERE is a large volume of the kind of printing Printing Prod- 
ucts Corporation is best equipped and organized to produce, so 
if in doubt, it is best to write or phone what is wanted and informa- 


tion will be promptly given. 


Here is complete equipment and organization to handle all or any 
art of printing orders in which we specialize — from ILLUSTRA- 


TIONS and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt of cuts and copy until delivered. 


Business methods and financial standing are the best, which state- 
ment is supported by customers, supply houses, credit agencies, First 
Dun & Bradstreet, Inc., 
rates Printing Products Corporation and associates over $1,000,000 highest 


National Bank of 


standing. 


because of up-to-date equipment and best workmen. 
because of automa‘ie machinery and day and night operation. 
because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment will 


save much anxiety regarding attentive service, quality and delivery. 


WE ARE STRONG ON OUR SPECIALTIES 


Chicago and other banks. 


PROPER QUALITY 
QUICK DELIVERY 


RIGHT PRICE 


NATIONAL AND LOCAL 


is Day and Night. 


setting. 


desired. 
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A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall Com- 
pany plant) 


New Display Type 


for all printing orders. 


Clean Linotype, 
Monotype and Ludlow type- 


All Standard Faces 


of type and special faces, if 


Good Presswork — 
one or more colors. 


Facilities for Binding 


as fast as the presses print. 


Mailing and Delivery 
service as fast as copies are 
completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is done in Chicago, 
the great central market and 
distributing point. 


LUTHER C. ROGERS 
Chairman and 


Management Advisor 
L. C. HOPPE 
First Vice-President 
Assistant Chairman 
and Managing Director 
A. R. SCHULZ 


President and 
Director of Sales 


FORMER ROGE 


RS & HALL COMPANY) 


PRINTER SPECIALISTS 


Artists ¢ 


Engravers * 


Electrotypers 


Telephone Wabash 3380—Local and Long Distance 


POLK AND LA SALLE STREETS, CHICAGO 5, ILLINOIS 


H. J. WHITCOMB 
Vice-President and 
Assistant Director of 
Sales 
L. C. HOPPE 
Secretary 
W. RK. FREELAND 
Treasurer 


erty available to 97% of 

ple to assure them of an i: 
ent retirement.” 

She urged that all life er 

ing representatives get behing” 
plan whereby one outstand co ; 
ture of life insurance, su 
economic necessity, would 
plugged each year. 


Praises Cooperation 


The part played by advertici,, 
agencies, editors, life insyran. 
companies and other private ents. ' 
prises in helping the governme 
sell $100,000,000,000 worth of 5, 
surance to the armed forces w., 
described by Lt. Col. Louis 3 
Grayson, in charge of life ing, 
ance section, Adjutant G: neral'g 
Office. a 

Colonel Grayson said that, in the 
early days of the war, the War Dp. 
partment refrained from using any 
sort of sales campaign to sel] sery. 
icemen National Service Life Jp. 
surance. When it was found early 
in 1943, however, that hundreds (4 
thousands of men were sti]! unin. 
sured, Congress passed Public Lay 
36, which granted another 120-dx 
period during which military per. 
sonnel could apply for Nation 
Service Life Insurance withoy 
evidence of good health. 

At this juncture, according 
Col. Grayson, “private industp 
came generously to our aid. New. 
papers, magazines, insurance cop. 
panies and advertising agenci: 
contributed freely of their taler 
and resources. Millions of dollz 
of free advertising drove the me 
sage home to military personnel; 
every war theater and to the 
families. 


Applications Pour In 


“One of our first posters, th 
now famous ‘Dear Mom’, was pre 
pared by a leading advertisir: 
agency and was distributed to th: 
tune of over 50,000 by the Insti. 
tute of Life Insurance. Anothel 
agency p.epared gratis the ar 
work for six of our best posters, ¢ 
which 50,000 each were distrib 
uted. One of our most widely dis 
tributed masterpieces, a cartoon 0 
a little donkey with the legend 
‘I carry less than $10,000 life in 
surance and you know what I am 
was sent to practically every Army 
post in the world.” 

As a result, approximately 
2,250,000 applications were filed by 
personnel who had already been i! 
the Army more than 120 days. To- 
day, he reported, all but a smal 
percentage of military personne 
are insured. 

Declaring that the farm insur 
ance market has been largely over 
looked, Don Ross, merchandising 
manager of Successful Farming, 
asserted that farmers are now in 
position to invest in large policies 
and urged the insurance advertis 
ers to “do a job comparable with 
the size of the market.” 


Offers List of ‘Don’ts’ 


Among advertising “don'ts 
offered by Mr. Ross were: “Don! 
talk retirement to a farmer; hf 
doesn’t retire, he just ‘takes 4 
easy’ in later years. Don't us 
fancy painting or drawings. Avol 


UP AND 


Latest Hooper 
shows an all day 
gain of 13.3 per 
cent since the 
previous one. ... 
Again WSGN 
has more morn- 
ing listeners than 
all its competi- 
tors; it covers 
more territory; 
offers the best 
salable time; so 
it is Alabama’s 
Best BUY Far. 


UP 
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Call Headley Reed 


a eer 
ert 
ding f 
I as 
‘< 1 bp 
on 
dvi tis g 
INSUYAanpe 
Ale enter. 
VErnment 
‘th of ine 
OTCES Wag 
Louis J, 
life insyp. 
Genera) 
1at, in the 
> War bh. 
using anyalmWINTER WARMTH—The annual fall 
Sell sery-ampeign by Wheatena Corp., Rah- 
| Life Infivay, N. J., for its hot cereal product 
Und Cari. now under way in 62 newspapers 
indreds offlhroughout the country. Ads of 100- 
still uninMo0 lines are built around "Most Folks 
ublic LayflMike a Change," and use Robert Day 
T 120-dayfilMcartoon illustrations. Compton Adver- 
itary per tising, New York, is the agency. 
Nationa 
withoy ‘ gas 
iiphabetical abbreviations. Don’t 
ording jygmpesitate to call him farmer; he and 
industrylmpis sons are proud of the title.” 
id. New. Seneca M. Gamble, in charge of 
nce con.fgdvertising for Massachusetts Mu- 
agenci:fmgmual Life Insurance Company, out- 
ir talersfagined methods used by his firm in 
of dollaimgecruiting life insurance salesmen 
the mafggtrom the ranks of returning war 
rsonnel;m™—eterans. Other speakers included 
to thellenry C. Flower Jr., vice-presi- 
fent, J. Walter Thompson Com- 
any, who spoke on inflation and 
In eans of fighting it; William R. 
sters, thigoulkes, Prudential Life editor; 
was preqagvilliam H. Andrews Jr., president, 
dvertisinfmNational Association of Life Un- 
ted to thigperwriters; and A. L. Cawthorn- 
the Instif[™page, manager of the publications 
Anothemivision of the Canadian branch of 
the arm™—ie Metropolitan Life Insurance 
2osSters, ¢ ompany. 
2 distrib Lewis B. Hendershot, assistant 
‘idely disirector of agencies, Berkshire 
-artoon o™™ife Insurance Company, Pittsfield, 
e legendimMlass., was installed as president to 
0 life ingucceed Bert Leiper, Provident 
hat I am@Mife and Accident Insurance Com- 
ery Armggpany, Chattanooga. Other new 
pfficers are: vice-president, R. B. 
oximatelfmeynolds, American Mutual Life 
‘e filed biffnsurance Company, Des Moines; 
ly been infecretary, C. R. Noyes, Phoenix 
days. Tc #™#Mutual Life Insurance Company, 
t a smalfMMlartford; treasurer, A. H. Thie- 


personne 


rm_ insur 


» now in@™Mers in the association’s 12th an- 
fe policieg™fhual advertising and promotion 
adverti#™@ontest. Sun Life Insurance Com- 
able wit™—any of America, Baltimore, took 
irst honors in Group I; United 
a. tates Life Insurance Company, 
rts Yew York, in Group II; Imperial 
“don’tsg™@ife Assurance Company of Can- 
-e: “Don'f#da, Toronto, in Group III; and 
irmer; h@lgFrovident Mutual Life Insurance 
‘takes | 
Don’t uae 
igs. Avold 
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mann, New York Life Insurance 
ompany; editor, F. J. O’Brien, 
ranklin Life Insurance Company, 
Springfield, Il. 

Announcement was made at the 
losing session yesterday of win- 


oW along with us! 


225,000 ABC! 


tMp 


Company, Philadelphia, in Group 
IV. 


Wilson Joins Fertig 


S. K. Wilson has joined Law- 
rence Fertig & Co., New York, in 
an executive capacity. Previously, 
Mr. Wilson was copy director of 
the former Erickson Company and 
copy executive of Newell-Emmett 
Company, both of New York, vice- 
president of Chas. Dallas Reach 
Company, New York, and creative 


| rect 


To Wilson & Haight 


Wico Electric Company, West 
Springfield, Mass., has appointed 
Wilson & Haight, Hartford, to di- 
advertising scheduled for 
business publications. The com- 
pany manufactures magnetos and 
gasoline motors. 


Sneider Adds Account 


Harry & Herman Goodman, New 
York dress concern, has appointed 
A. M. Sneider & Co., New York, 


Test Suntfilled Juices 


A test campaign on Sunfilled 
brand concentrated orange and 
grapefruit juices is running in one 
Toronto daily, for Harold P. 
Cowan Importers, through E. W. 
Reynolds & Co., Toronto agency. 
Advertising will be extended to 
metropolitan areas in Canada as 
supplies permit. 


Shields Joins Grant 
Louis G. Shields, recently with 
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York, in an executive capacity. 
Previously, Mr. Shields had been 
connected with Ruthrauff & Ryan, 
Pedlar & Ryan, and J. Walter 
Thompson Company, New York. 


Hasten the 
Return of Peace. 
Buy More 
War Bonds Now. 


wv ARTK 


® OF THE YOUTH GROUP 


director of Erwin, Wasey & Co., 


London. 


to place forthcoming advertising 
in national and trade publications. 


the U. S. Naval 
joined Grant Advertising, 


Reserve, 


has 
New 


SIGM CO. Lima, ONTO 


What do you want to do 
with your Navy 7 


There she rides, the greatest Navy the 
world has ever seen, twice as powerful as 
any other fleet afloat... 


. « the largest massed aggregation of 
strength in all the long history of sea 
power, direct descendant of the supreme 
navies of the past: of the sword-nosed 
Greek ships that terrified the watchers on 
the towers of Troy .. . of the iron-rammed 
triremes of Tyre and Carthage and Rome 
. «of the shield-girt boats of the Vikings 
.. - of the Venetian galleys full of chain- 
mailed Crusaders . . . of the British Navy 
with which Nelson crushed Napoleon's 
naval ambitions at Trafalgar. 


UR NAVY'S battles in this war have 
8) already become classics: the Battle of 
Midway may well be studied as long 
as men fight on and under and over the sea. 
And no one will really know until this war is 
over how much the Navy contributed to the 
successful breaching of ‘Fortress Europe” — 
or how brilliantly it is outfighting the Japan- 
ese octopus in the Pacific, 
But when peace comes, when the guns are 
still... what will become of our Navy then? 


Will we maintain it in its present overwhelm- 
ing power? Or will we decide to spend our 
money in other ways? 
A modern Navy is perhaps the costliest 
possession known to man. 
And yet its cost is only a fraction of the cost 
of war. So the question we must decide is 


whether a supreme Navy is really our cheap- 
est and best form of nationwide life and 
property insurance. 
We nearly all agree that, whatever the cost, if 
we are to play a hand in the world hereafter, 
we must lead from strength and not from 
weakness. 


The problem is: how much strength? 


Maybe it will be easier to decide on the 
Navy’s place in our budget if we first think 
through the kind of Navy we need and how 
we mean to use it. 


> Do we need a “‘big battleship’? Navy or is 
the carrier taking its place? Is the battleship 
really too expensive a way to carry gun- 
power? 

> Is airpower developing so fast that the role 
of the Navy will become secondary? Should 
the Navy continue to have its separate air 
force? 


> Will there be a revolutionary change in the 
next few years in motive power or gun- 
power? What do rockets, jet propulsion, 
perhaps even atomic power, have in store 
for future sea power? 

> What territory are we trying to protect 
with the Navy? Or are we undertaking to 
help keep the peace the world around? 

> What bases must we own or have access to 
for these purposes? Will we share them 
with the British . . . the Russians . . . all the 
United Nations? 

> What will our possible opponents in any fu- 
ture war be doing with their Navies? Is it 
enough to keep ahead of the next largest or 
must we outbuild all of them put together? 


> Shall we make it possible—and is it desir- 


able—for a million and a half men to stay 
in the Navy? (That would be cutting present 
personnel in half.) Should older men retire 
faster and make more room at the top? 


Should we maintain the Marine Corps in 
proportion? The Coast Guard? And the 
Merchant fleet (which has already reached 
the record-breaking total of 3400 ships)? 


In this country no President or Adminis- 
tration—however able—can carry out a 
strong, consistent naval policy without pop- 
ular backing and popular understanding. 

Are you contributing to that understand- 
ing—by developing an opinion of your own 
—by discussing these problems with other 
people? For instance: 

Did you read Navy Secretary Forrestal’s in- 

teresting article in the Saturday Evening Post 

for June 24, **Will We Choose Naval Suicide 

Again?’’ 

Did you note the picture sequence in LIFE 

for May 8 headed **Biggest Navy Has Revo- 

lutionized the World’s Naval Strategy’’? 

Did you ponder a bit over Admiral Ernest J. 

King’s review of the Navy’s part in the war 

so far, as summarized in TIME for May 1? 

Do you own that old classic on sea fighting, 

**The Influence of Sea Power on History,’ by 

Admiral A. T. Mahan (Little, Brown & Co., 

$4.50)? 

An evening spent on this subject won’t make 
you a naval expert. But it will help you under- 
stand what the naval experts are talking about, 
help make you a more intelligent citizen . . . 
something this nation needs now as never 
before. 


TIME believes America’s greatest 
need, now and in the coming years, is for 
the sovereign people to make up their minds 
and speak them out. 


To do so, citizens must keep them- 
selves informed. So, in advertisements like 
this, TIME is seeking to encourage wide 
thinking and reading not only of the news- 
papers and TIME, but also of books and 
periodicals that argue the cases and advance 
the causes that are in the news. 


For TIME’s own future is unalterably 
linked to a U.S. citizenry deeply concerned 
about public affairs—to a nation insistent 
upon seeking the truth and learning from 
recorded experience. 


This is the sixth advertisement in a series TIME 
is publishing to get more Americans thinking 
about the problems we must face after the war is 
won, This attempt to focus the full voltage of 
America’s mindpower on the problem of what 
to do with our Navy after victory is appearing 
in more than 50 newspapers and magazines all 
across the country. 


! 
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The weekly NEWSMAGAZINE 


9 ROCKEFELLER PLAZA, NEW YORK 20 
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‘Popular Mechanics’ 
Appoints Editors 


Roderick M. Grant, assistant 
Managing editor of Popular Me- 
chanics, Chicago, has 


publication. Wayne Whittaker, a 
member of the editorial staff since 
1942, and formerly with the Chi- 
cago Daily News, will become 
assistant managing editor succeed- 
ing Mr. Grant. 


nother Reason Wh 
Another Season Why 

**No Burton Browne client has o competi- 
tor with better advertising . . ."' 


FRANK WALSH... Account 
Executive. Seven years with 
Sears, Roebuck and Co. as copy 
chief, national retail store plan- 


600 stores. 


(#BURTON BROWNE 


: Advertising 
150 E. SUPERIOR ST., CHICAGO II - DEL. 3800 


been ap-| 
pointed managing editor of the| 


‘Tribune’ Names Antrim 
Business Manager 


lane, who died 
Oct. 9. Mr. An- 
trim, formerly 
assistant busi- 
ness manager, 
will be suc- 
ceeded by Fred 
J. Byington, 
manager of the 
Quebec & On- 
tario Transpor- 
tation Com- 
pany, a Tribune 
Company sub- 
evaiery.. Bir. 
Antrim joined the Tribune in 1917 
and organized its traffic depart- 
ment. He was also one of the 
organizers of Mutual Broadcasting 
System in 1934. 

Other executive changes at the 
Tribune include C. M. Campbell, 
advertising manager, appointed 
vice-president and a director of 
Station WGN; Arch Ward, sports 
editor, appointed vice - president 
and a director of Chicago Tribune 


~~. 
$i 


E. M. Antrim 


| Charities, Inc., and John Park, | 
| production manager, who has been | 
|chosen second vice-president and | 


E. M. Antrim has been appointed | director of the Chicago Tribune 
business manager of the Chicago | Building Corporation. 
Tribune succeeding W. E. Macfar- | 


Blue Appoints O’Mara, 
Egan and Samuels 

| Jack O’Mara, merchandising 
|manager of Columbia Broadcast- 
| ing System, Hollywood, has been 
appointed sales promotion man- 
ager of the Blue Network’s West 
Coast division, at Hollywood. Ed- 
ward Egan, now in the Blue salés 
department will become promo- 
tion manager for Station KECA, 
Los Angeles Blue outlet. 

Frank Samuels, sales manager 
for Blue Station KGO, San Fran- | 
cisco, will also direct both Blue | 
spot and network sales in the San | 
Francisco area. 


WKBV Joins Mutual | 


Station WKBV, Richmond, Ind., | 


cycles, has joined Mutual Broad- | 
casting System as a full-time af- 
filiate, bringing the network’s total | 
of affiliates to 240. 
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Advertising Age, October 


Members of the Advertising and Sales Club of Toronto are wa\ 
ing around town holding their sides. It seems that Bill Nove 


Nemo Foundations was invited (or urged) to donate a fou itiog 
garment as an attendance prize at the club’s meeting last eek 
and along with it delivered a two-minute talk on the produc: tha 
convulsed the group as it has never been convulsed before. 
“Gerry” Hamilton, dir. of station relations of the Yankee Ne) wo; 
was installed as commander of Crosscup-Pishon Post, No. 28) 
American Legion, at a banquet at the Statler, Boston, Oct. 20. Mem. 


bers of the post are all World War I veterans who are now advye;. 
tising and newspaper men... Three sons of the founder of Ingersgj 
Steel & Disc div. of Borg- 
Warner Corp. were pres- 
ent at a dinner at the 
Drake Hotel, Chicago, 
Oct. 12, in celebration of 
the farm implement con- 
cern’s 60th anniversary: 
Roy C. Ingersoll, head of 
the Ingersoll div. and a 
v.p. of the corp.; Harold 
G. and Stephen L. Inger- 
soll, division vice-presi- 
dents... 

Col. W. A. Weaver, on 
leave from Griswold- 
Eshleman Co., Cleveland, 
where he was media mgr. 
before going into service 
in February, °41, tells 
about his Southwest Pa- 
cific experiences in an ar- 
ticle in the current Me- 
chanical Engineering. He 
is now exec. assistant to 
the chief, research and 
development service of 
ordnance, Washington, 
D. C. .. The Schenectady 
Gazette, of which Austin N. Liecty has been pres. since 1920 (he 
joined the paper as bus. mgr. in 1899), is observing its golden anni- 
versary as a daily... 

Lee Marshall of the Russel M. Seeds agency, Chicago, now with 
the combat engineers on Guam, writes that he has received his 
sergeant stripes. . . Leo Cox, exec. of J. J. Gibbons Ltd., Montreal, 
has won first prize for English literature in the Quebec literary 
and scientific contests for his book of poems, “North Star.” . 
William Wallace Orr, N. W. Ayer exec. at Philadelphia, has a new 
son named Junior; weight, 7 lbs., 4 oz... 

The Ad Club of N.Y. celebrated its 40th anniversary Oct. 11 with 
a birthday luncheon. Check of membership rolls reveals Mason 
Britton, formerly with McGraw-Hill and now with Surplus Wai 
Property Administration, has held continuous membership in the 
club since 1908. Runners-up are: Frederick A. Kimball, publishers’ 
rep, since 1909; Herbert O. Barnes of Textile Age, since 1910; and 
1911 joiners Dean A. Carroll, newspaper rep; Herbert S. Houston; 
H. N. Kirby; Frank Lawton, pres. of General Business Films, and 
Clifford S. Reuter, adv. counsel... 

Harold W. McGraw, McGraw-Hill’s v.p. and first OPA adminis- 
trator for the state of New York, will head the commerce & indus- 
try div..of New York War Fund drive aimed directly at 60,000 
corporations & firms, as well as the professions. . . 

Edward J. Noble, chairman of the board and principal owner o! 
the Blue Network, didn’t expect to be heckled while addressing 
members of his own company’s Athletic Assoc. Ed Kobak, exec 
v.p. of the network, protested that Mr. Noble hadn’t paid his dues 

and so should be 


PAPERTROOPER—Metz B. Hayes, True Stor 

representative and field captain for the New 

England states of PPNC's waste paper salvag: 

division, received this greeting card made by 

cartoonist Abe Savaran, at a meeting of the 

Lantern Club, Boston, on Sept. 14, which was 
Mr. Hayes’ 74th birthday. 


barred _ from 
speaking. Mr 
Noble paid his 
dollar, and the 
association heard 
his talk. Mr. Ko- 
bak is a member 
of the honorary 
committee of the 
annual Army- 
Notre Dame 
rally, which will 
take place at the 
Waldorf - A-‘oria 
UNIQUE—A photographer for Stars & Stripes took this Novy. 10. ro- 
picture, said to be the first one ever made showing Joe ceeds go the 
Louis and Jumping Joe Savoldi on one negative. The cates ih on oan 
deal was engineered by Lt. Frank Sammons Jr., center, phe A Sain 
formerly J. Walter Thompson traffic manager in San und. . . in 
Francisco. Lt. Sammons has been transferred from a After ay 7 
mortar battery to the Army's information and educa- Washingtor Le 
tion section following recovery from wounds received program n - 
from a German mortar shell in the Cassino fighting. the OWI «oe 
tic branch, ~2m- 
uel Dalsimer has returned as v.p. of Cecil & Presbrey. . . Ec «ard 
A. Stern of the exec. dept. of Pan-American Airways is the ! Ay 


elected commander of the N. Y. Ad Men’s Post, No. 209, he 
American Legion... 

Natl. Assn. of Broadcasters’ former director of broadcas 
Frank E. Pellegrin, now operations executive officer of thé 
relations section of Sixth Army Group in France, is now ‘ “ 
col... Winding up two years of Army duty also is Maj. A. J. leh 
of the air corps troop carrier command, who has returned t “ 
Hickerson as account exec. . . 

Elias I. Godofsky, WLIB (Brooklyn) pres. & gen. mgr., W 
Oct. 12 at a supper for the executives of the station and th 
York Post, whose publisher, Mrs. Dorothy S. Thackrey, ' 
purchased the station. Party was held in the Post’s penthou 
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ScleofSurplus _ 


Lagging as Stocks 


Increase Daily 


Weshington, Oct. 17. — With an 
estimated $1,000,000,000 in assort- 
' dustrial and consumer goods 


be to be declared surplus, Sur- 
ius Property Administrator W. L. 
Clayton reported last week that 
the government’s sales machinery 
- till moving at a snail’s pace, 
moving only 7.4% of the property 
that was on hand in August. 


Tied up by cumbersome legisla- 
tion completed by Congress, and 
uncertainty over future sales poli- 
~jes, four sales agencies marketed 
only $27,815,000 worth of property 
turing the month, while inven- 
increased by $115,000,000, 


standing at $348,000,000 by the 
end of the month. 


Even as the sales agencies de- 
bated their course, owning agen- 
cies screened $691,000,000 worth 
of assorted goods and properties 
which will soon be turned over 
for sale. Of this, $397 million will 
come from the War Department, 
and $244 million from the Defense 
Plant Corporation. 

Even though sales were slow in 
August, the volume was _ nearly 
40% above July. Bulk of the sales 
were by the Reconstruction Fi- 
nance Corporation, which handles 
pital goods, and by Treasury 
Procurement, which sells con- 
sumer items. 

Gets 63% of Cost 


RFC sold $17,954,000 worth of 
surpluses for about 63% of cost. 
Principal items of surplus capital 
and producers’ goods were $8,554,- 
000 for machine tools, about 79% 
of cost, and $1,534,000 for aircraft, 
about 46% of cost. Construction 
materials, consisting of shovels, 
vicks,. rope and left-over paint 
rought 22% of cost. 

Treasury Procurement sold $9 
nillion worth of property, about a 
third of it trucks and motor vehi- 
cles, Other items included $1,614,- 
000 in apparel and footwear, and 
9 million zippers which were sold 
back to the manufacturers for re- 
processing and sale to civilians. 
Zipper manufacturers paid 20 to 
25% below the ceiling price origi- 
nally charged to the government. 

War Food Administration sold 
$563,000 worth of surplus foods, 
and the Maritime Commission re- 
ported sales totaling $230,000. 


Richardson Promoted 

H. C. Richardson, general sales 
manager of McKelvy Company, 
New York, manufacturer of Sea- 
forth Toiletries for Men, has been 
promoted to vice-president and 
general manager. 


the’ CATCHERS 


* 


ae ~ f 4 


PULL FROM ADS 


>s' 


that reaches out and grabs 
sickly guarantees a flying start 
table results. That’s our job! 
indred new photo subjects on 
ery month , . . all situations 
. all permeated 
west techniques . . . newest 
west photography. If you have 
the creative pie of Sales Pro- 
“CATCHERS will make your 

and at $5 a month it can be 

iny budget. Write now for 
No. 101 and details of sub- 


No obligations. 
10 E. 38th St. 


EY ATCHERS, Inc. s2.tvct".8! 
i 


s of business . . 
Ne 


Conoco Fall Campaign 
Opens in 1200 Papers 


Continental Oil Company, Ponca 
City, Okla., on Oct. 4 opened its 
fall campaign for Conoco “Nth” 
motor oil in more than _ 1,200 
dailies and weeklies throughout 
the country, supplemented by in- 
sertions in 15 to 18 farm maga- 
zines and The Saturday Evening 
Post. 


Continental will build the pro- 
gram around the fact that “war 
has proved the value of consider- 


Using ads of 400 to 1,500 lines, | 


ate driving,” tying in with the idea| University. Mr. Rayhawk has been 


that to change to “popular-priced 
patented Conoco Nth motor oil” is 
also “considerate.” Geyer, Cornell 
& Newell, New York, is the agency. 


Form Sullivan-Rayhawk 


Dan Sullivan and Arthur L. 
Rayhawk have organized the firm 
of Sullivan-Rayhawk, market re- 
search concern, with offices at 743 
Oliver building, Pittsburgh. Mr. 
Sullivan has been advertising pro- 
motion manager of Pittsburgh 
Press for 15 years, and is an in- 
structor in advertising at Duquesne 
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of Virginia’s $100,000,000 travel 
trade. The committee plans a 
publication schedule and the in- 
clusion of advertising plans for 
resort properties in the budgets of 
federal and state agencies. 


| with the WPB in Washington for 
| more than two years, and formerly 
|was professor and head of man- 
}agement department, School of 
Business Administration and di- 
|rector of the research division at 
Duquesne. 


ba engl er - 4 MULTIGRAPHING—FILLING-IN 

estore lourist lrade 

The publicity advisory commit- ADDRESSING — MIMEOGRAPHING 

tee of the Virginia State Chamber | 

of Commerce is planning state and, THE LETTER SHOP, Inc. 
Wab. 8655 


regional publicity conferences | 431 s. Dearborn St., Chicago 
during 1945 to plan the restoration | 


the 1944 Oklahoma radio 


power and retail sales 


ILLUMINATING FACT: 


more of Oklahoma’s people, more 


than 


According to 
WKY 


of its buying 


survey, covers 


any other station. 


} OR the first time, the bright light of unbiased research 


has reached into every corner of Oklahoma revealing 


| the minute details of radio listening which heretofore were ee: 


The survey of radio listening in Oklahoma, conducted 


under the supervision of Dr. F. 


of Wichita, whose reputation for accuracy and impartiality 


has been clearly established through similar studies in 


ple and time buyers invaluable information not only on 


Oklahoma listening, but on radio listening habits in general. 


From the time buyer’s standpoint, the most significant 
information to be gained from the study is the decisive 
dominance of WKY in Oklahoma. 


ers so much of the state so much of the time. 


largely matters of guess and conjecture, 


Iowa and Kansas for a number of years, gives radio peo- 


L. Whan of the University 


No other station cov- 


This, how 


ever, is an old truth which this study merely emphasizes. 


If you have not had the opportunity 
interesting document, WKY will gladly send you a copy. 


to examine this 


OWNED AND OPERATED BY THE OKLAHOMA PUBLISHING CO 
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Distributors See 
Deflation as Big 
Postwar Issue 


(Continued from Page 1) 


after victory we will have $3 bil-| 
more exports than in 1939, 
it would only replace the equiva- 
lent of eight or nine days of our} 


lion 


war work for a whole year.” 
George E. Shea Jr., 


postwar danger.” 


editor of | 
Barron’ s Weekly, also asserted that | 

“deflation — not inflation —is the | 
He warned 


“against making about the post-| 


war future certain assumptions—| fully acceptable is that of the De-| being developed with the United; would be inefficient and 
which seem less 
likely to pan out.” In-| 
stead of a national eg A “9 $140 | ings may influence their owners | ment, 
. Shea | 
“the ole en at | current income.’ 


and promises 
than 50% 


billion or more a year,’ 
emphasized, 


least as strong that there will be 
considerable unemployment, with a | 
national income of $100 billion or | | President 


States Chamber of Commerce, 
Committee for Economic Develop- 
Association of American 
to spend a little more freely of | Railroads, banks and other local | 
| groups, to effect the disposition of | 

In a message to Daniel Bloom-| more than 700 U. S.-owned plants | 
field, director of the conference, | ‘on the local community level.” 
Roosevelt urged that The success of this program, he) 


partment of Commerce, which 
says that the existence of the sav- 


Advertising Age, October 23, jy, 


INE. 
nomical. 
“Our policy is to sell io thy 
level or combination of lee), 
|trade (manufacturer, w 1S 


or retailer) which will , 
(1) most equitable distr 5y4;,, 
geographically and according , 
need; (2) speediest distribiitioy ; 


below, and a price level somewhat | “every industry study the prob-| emphasized, rests on “the energy, | the extent that speed is importan 


lower than at present.” 
Instead of spending all 


savings for goods and services, he | 
“a good many people may | entire 
feel that they have already spent} function smoothly in the postwar 


added, 


| lems of distribution now, in order | enthusiasm and imagination of | 


their | that there may be no interruptions | local people.” 


in the free flow of goods. Our 
economic machine must} 


“A major policy of the Office of | 
Surplus Property is to sell through | 
| regular trade channels except in| 


the money when they have bought | period and I need not tell you how | | those instances when non-regular | 


war bonds with it. 


ital. 


“The one conclusion about these | Jones, 
savings which seems to me to be| 


. Far from | 
being dammed up, that purchasing | will be.” 
power may be stored away as cap-| 


vey ef Radio end 
Electronic Techni 
cians’ Reading 
Habits sent free on 
request. 


A Nationwide Ses- 


important adequate distribution | channels will pay a higher price | 
for the merchandise,” Ernest L. | 

Secretary of State Cordell Hull,| Olrich, head of the Treasury’s 
Secretary of Commerce Jesse H. | Consumer Commodity Disposal | 
and Marvin Jones, War| Division, told the meeting. 


|'Food Administrator, sent similar | Ze Galt ta Ghves Leowels 


| messages. , 

. “We do not consider a non- -reg- 
75% Can Be Converted |}ular dealer a speculator if he is 
“Of $16,000,000,000 worth of | willing to pay as much as or more | 
government - ow ned war plants,| than a regular dealer for the same 

perhaps $9,000,000,000 can be con-| merchandise,” he pointed out. 
verted” to peacetime work, Mason “Up to this time we have not| 
Britton, chairman of the War} sold direct to consumers. It has! 
Plants U tilization Committee, | been our thought that any attempt 
Washington, told the conference. | to set the government up in the| 
Mr. Britton described a program | | retail business on a national scale 


BU 


STING. 


SALVAGED PAPER 
PACKS A MIGHTY PUNCH 


Shell cases of used paper delivered 
to Allied field guns the devastating 
charges that blasted the Nazis out 
of Tunis, Cassino and Cherbourg. A 
1,000 shell 
. . the guns before Cherbourg 


ton of paper makes 
cases 
fired over 1,000 shells a minute for 
80 hours. (4,800,000 shells . .. a 
4,800 ton shipload of paper). 


Dore 


OLD, UNUSED ADVERTISING MATERIAL TO "SS 
SHOVE THE NAZIS BACK TO THE BRINK OF DOOM 


The shortage of waste paper is now more critical than at any time since the war began! 


Over 2,800 different items made from converted waste-paper for army or navy use, 


including millions upon millions of containers, require hundreds of thousands of tons of 


used paper every month. 


Old catalogs, folders, calendars, bulletins, displays, mailing 


pieces and other advertising material hidden away in stockrooms and warehouses can 


make up a large part of the shortage. 


on the firing line in the fight for freedom! EVERY POUND COUNTS . 


YOURS NOW! 


CHICAGO * 


DETROIT . 


Let’s enlist them for the duration and put them 


. SALVAGE 


ARVEY CORPORATION 


SERVING AMERICA’S ADVERTISERS SINCE 


1905 


sERSEY CITY 


(3) greatest protection of trag, 
mark value for the manufactyro, 
(4) highest return to the goven’ 
ment, considering other perting, 


| factors, and (5) most satisfactg, 
service to the consuming p \\blic, 

“Our pricing policy is like tha 
of other sellers of compara} 


| types of merchandise. We te 
markets carefully in order ; 
establish a fair price for our offe. 
| ings, considering the level of trag, 
i'to which we are selling Our 
| prices are competitive. We do py 
'attempt to offer bargains.” 

The government, Mr. Olri 
said, employs four methods of 


Sale 


'—auction, sealed- bid, negotiati 
and fixed-price. Currently, mors 
emphasis is being placed on th 


| negotiation and fixed-price meth. 
ods. 

| “The dangerous fallacies tha 
lurk in that innocent - sounding 
phrase, ‘distribution costs tq 
much,’” were outlined by Marviy 
Bower, partner of McKinsey 4 
Co., management consultants. k; 
urged that “ ‘integrated cost reduc. 
tion’ be effected through a stud 
of both manufacturing and distr. 
bution costs.” 

Manufacturers and retaile; 
should “experiment with redu. 
tions in the contents of the pro 
uct bundle,” Mr. Bower emph: 
sized, only with “full knowledg 
that customers may prefer tl 
larger and more expensive prod. 
uct bundle offered by competi- 
tors.” An intelligent executive, i 
fact, “may even put more distri- 
bution costs in his product bundle 
and still decrease its price and in- 
crease his profits. . 

“Our true objective is not lower 
distribution costs—but lower con- 
sumer and user prices which re- 
turn a fair profit.” 


No Distribution Revolution 


In a discussion of “Coming 
Changes in Distribution,” Dr. Pau 
Nystrom, president, Limited Pric 
Variety Stores Association, asserted 
that the “over-all cost of market- 
ing would increase,” but that this 
would be preferred to “a low-cost 
but inadequate distribution sys- 
tem.” He foresaw “no revolutio 
in the channels or methods of dis- 
tribution.” Probably, he said, there 
will be “greater growth of retailer 
cooperatives, of group buying and 
voluntary chains,” and expansio! 
of the manufacturers’ branch sys- 
tem, “replacing wholesalers and 


even retailers.” The self-service 
system, which has “expanded & 
enormously during the war,” prob- 
ably will not continue to do so al 
that rate. The consumer coopera- 
tives have grown in recent years 
“aided by favorable legislation, 


but “are still at the bottom among 
the different types of distribution 
In a talk on “Brand Merchan- 


including field management, a 


_ 


maintenance, the sales and serv 
Fixed Base Operators, and the r 
ments of commercial airlines, is 
tinct segment of the aviation ind 

The purchasing power of thi 
market is the specific audience 
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; Government Standardiza- 

A. O. Buckingham, vice- 
: nt of Cluett, Peabody & Co., 
‘oc. ved that “for most of the 
twin -- we eat and wear and other- 
<- consume, grade-testing sim- 
2 es not work.” 

“He cited the experience of Chat- 
[fg. Company, blanket man- 
wer, Which “undertook to 
tect ts Own product mechanically 
with apparatus that had been de- 
sjoned by no less a testing author- 
4 ¢+han the United States Bureau 
4¢ Standards.” Testing for heat- 
nsulation, Chatham found that “a 
. )f paper” ranked higher than 
blanxets. “The Chatham people | 
did not decide to shift to paper | 

; blanket material,” he ex-| 
planed. “For blankets, as I 
scarcely need remind you, must 
wear well and withstand wash- 
iy 3 oratories, Mr. Buckingham 
said, cannot test for taste, flavor, 
style, beauty and the other rea- 
sons why people buy. 

Several speakers described the 
ways they believed the people will 
live, and buy, tomorrrow. 

In a farm survey by Curtis Pub- 
lishing Company, said Donald M. 
Hobart, manager of research, it 
was found that 14.9% expect to 
build a new farm house and 6.6% 
to build a tenant house, and an 
average of more than 70% of these 
plan to pay cash for it. In addi- 
tion, 71.5% of the farmers expect 
to repair, remodel or enlarge their 
homes, at an average cost of $399. 


Make Predictions 


Howard Myers, editor of the 
Architectural Forum, estimated 
that “in the first year following 
the close of the European war, we 
will not build over 400,000 houses,” 
ue to lumber supply difficulties, 
reconversion problems, etc., but 
that “assuming that the Asiatic 
war will terminate 12 months 
later, ‘the year following could 
easily break all past construction 
ecords,” 

Thomas F. Joyce, general man- 
ier, radio-phonograph-television 
lepartment of RCA, emphasized 
the product-sales as well as the 
entertainment possibilities of tele- 
ision. “If we have 30,000,000 
television-equipped homes by the | 
end of 1955,” he predicted, “Amer- 
an farmers, manufacturers, and 
service industries will have 30,- 
(00,000 showrooms where  per- 
sonal, dramatized demonstrations | 
an be made, simultaneously, and | 
under the most favorable condi- 
tons, 

“It is estimated,’’ Mr. Joyce said, 
‘that in 1955, there wiil be over 
40,000,000 consumer television 
units in the United States.” 

_John M. Hancock, partner of 
Lehman Brothers and co-author 

{ the Baruch-Hancock report on 
reconversion, stressed the import- 
nee of unified national planning | 
nd avoidance of “pressure group | 
thinking.’ Such planning, Mr. | 
Hancock said, should consider the | 
entire population, “all of them |! 
onsumers,” and be based on a 
‘gfass-roots” approach. He urged 
ihe relaxation as soon as possible | 


| 
—_—, 


CHICAGO 


H TO-ENGRAVERS 


of “every form of control” on 
business, to stimulate investment 
and initiative. 

Adequate postwar employment 
in the United States, said William 
L. Batt, international vice-chair- 
man of the War Production Board, 
can result ‘only if American sur- 
pluses are exported in increasing 
quantities to the rest of the world. 
This inevitably means that the 
United States must be increasingly 


willing to accept the raw materials | 


and other goods that it needs from 
the rest of the world.” Mr. Batt 
cited specifically postwar oppor- 
tunities of trade with Russia. 


| 


“As soon as the war is over, 
China will need to import a tre- 
mendous quantity and variety of 
American products,” said Dr. H. H. 
Kung, minister of finance of the 
Republic of China, the actual 


amount being limited only by the | 


country’s exports and the avail- 
ability of credit. 

Referring to trade relations with 
Latin America, Joseph Rovensky, 
vice-president of Chase National 
Bank of New York, pointed out 
that the South American republics 


quired so many materials from 
them for our war effort” and that 
“we, nor anyone else, could not 
furnish them with many things 
which they needed.” However, our 
imports,*in the long run, must be 
stimulated by their exports of 
such products as coffee, sugar, 
cocoa, hides, bananas, minerals 
and nitrates. The money spent by | 
postwar United States tourists in | 
Latin America will provide these | 
countries with revenue to buy| 


|from us, but industrial develop- | 
“have accumulated large sums of| ment “in many of the countries” 
dollar balances in gold,” due to| would permit them to meet more 


Aitkin-Kynett Named 


Aitkin-Kynett Company, Phila- 
delphia, has been appointed to 
direct advertising for Custom-Pix 
Film Service, Philadelphia, in 
newspapers. 


MULTIGRAPHING 
MIMEOGRAPHING 


John a McElwain & Ca. 


A DIRECT MATL SERVICE 
Phones Webster 2336-7 
607 S. DEARBORN ST. CHICAGO 
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the facts that “we urgently re-'of their needs themselves. 


W That's what I mean about San Francisco. Look up 


at that Golden Gate Bridge tower...700 feet 
straight up and it supports the longest single span 
in the world. Son, there’s a fitting monument to 
Pacific progress and achievement —a symbol of 
the vision and imagination of San Francisco... 
a promise of San Francisco's future, and our fu- 
ture! The spirit that was San Francisco in ‘49 is 
still the spirit of San Francisco today —its fabu- 
lous promise, within the scope of all who dare to 
hope and live the conviction of the West. 


San Francisco is destined to be the center of the 
world of tomorrow because it’s the Golden Gate- 
way to the vast Pacific basin where live one 
billion three hundred million awakened people. 
After the War, San Francisco will build another 
bridge —a bridge across the broad Pacific with 
merchant ships — with commerce and industry — 


with vision and imagination. 


It’s inspiring; isnt it, Son, to know that we will 
be part of all that. You know, when war work 
brought us, along with the thousands of others, to 
San Francisco | realized then we were getting the 
greatest opportunity of our lives. Why, already 
we have more money invested in War Bonds and 
in savings than I thought we’d ever own. Yes, 
Son! After the War we're going to have the things 
we have always wanted — we're going to catch 


up on a lot of buying 


We've made a lot of friends here and one of 
those friends 1s The Call-Bulletin, San Francisco s 
friendly newspaper We'd.feel pretty lost eve- 
nings without it, wouldn't we, Son? It's really 
part of living in San Francisco. And, speaking of 
buying, The Call-Bulletin is the best buying guide 
a family could want. But, I guess the reason 
we prefer it 1s because it’s so complete — plenty 


of interest for every member of the family 


Newspapers Get Immediate Action! 


SAN FRANCISCO CALL-BULLETIN * REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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Terms Service Key Factor 

in Winning Postwar Motorists 
Greater attention to service, 

especially lubrication and in- 

creased accessory stock, are ad- 


|vised by Ray Shaw, president, | 


| Chek-Chart Corporation, Chicago, 


|as a means by which service sta- 
| tions can win the “exacting cus- 
| tomer” postwar. 

| Speaking before the Indiana 
| Independent Petroleum Associa- 
tion, he said, “If I were a jobber, 
I would dramatize and emphasize 
| lubrication in my plans as I had 
| never done before. I would adver- 
| 


| tise it, merchandise it and talk it 
up at every opportunity. 

“Since the postwar customer 
will insist on high standards of 
maintenance, and since he will 
buy all his needs at one station, 
it follows that when you sell him 
on your lubrication department, 
you automatically sell him on all 
the other products and _ services 
you handle.” 

Of service and courtesy, Mr. 
Shaw said, the public will “jump 
at the chance of demanding in- 
telligent and courteous service just 
as soon as the flabby excuse, 
‘There’s a war on,’ has lost its 
meaning.” 

To emphasize the need for every 
effort to win postwar customers, 
| Mr. Shaw referred to the report of 
| Albert J. McIntosh, Socony-Va- 
| cuum Oil Company economist, 
| who has forecast the consumption 
of gasoline by passenger cars dur- 
ing the postwar period. The report 
predicts consumption of 356,969,- 
000 barrels in 1946, 407,505,000 
barrels in 1947, 422,786,000 in 1948 
and 411,321,000 in 1949. 

In 1941 passenger cars consumed 
418,243,000 barrels of fuel, ap- 
proximately 7,000,000 barrels more 
ee Mr. McIntosh estimates for 

49. 

The loss of 5,400,000 cars, which 
will be in junkyards by that time, 
coupled with improved gasoline 
and engine design that will in- 
crease mileage per gallon, is the 
basis for his prediction. 

cs ae ok 


Robert P. Gerholz, president of 
the National Association of Home 
Builders, speaking before the Iowa 
Real Estate Association, Des 
Moines, predicted between 300,000 
and 350,000 new homes in the first 
12 months after the war. 

He placed the number of new 
home units in the first six years 
following the war at 3,000,000, and 
declared that there will be a mil- 


lion homes a year after that time. | 


The hundred million dollar 


American backlog in war bonds 
and savings and easier financing 


| than after the first world war, 
| were given as reasons for his 


assertions. 
* * a 


FOR ADVERTISERS WHO SELL TO THE FAMILY 


Preparing for “the coming revo- 
lution in bookmaking,” the Book 


| Manufacturers’ Institute, New 


York, recently announced authori- 
zation of a comprehensive con- 
tinuing survey for the book indus- 
try of buyers’ trends, opinions and 
preferences. The survey will be 


based on replies from 10,000 inter- | 


views every three months. Two 
organizations have been commis- 
sioned by the institute to conduct 
the survey, the Hopf Institute of 
Management, Ossining, N. Y., and 
the Psychological Corporation, 
New York. 


In its announcement, the insti- 


tute says, “In spite of the dislo- 
cations of a wartime economy, 


NO USE TURNING 
CUSTOMERS AWAY 


Ane yet you may If You 
re doing ust th: 
There's a 7 billion Manufacture 
dollar market you and Sell 
could encourag: COSMETICS 
simply by letting 
these people know you d welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage 
But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market 


transportation problems, shortages | 
of paper and scarcity of other | 
essential materials, the nation’s 
book producers are experiencing 
the biggest demand in recorded | 
history.” 

Declaring that there will be a 
postwar book boom, the institute 
points out the industry’s problems 
and asserts that the answers are 


being determined in advance by 
the survey directed by the book 
industry committee of the BMI. 

* a ae 


Use of surplus plumbing and) 
heating materials for nationwide 
reclamation of slum areas is pro- 
posed in a plan supported by 
plumbing and heating contractors 
and journeymen plumbers and 
steamfitters, according to Plumb- 
ing & Heating Business, official 
publication of the National Asso- 
ciation of Master Plumbers. The 
proposal is made to eliminate pos- 
sible unemployment in the build- | 
ing trades during the reconversion | 


| 


Enter Employe Relations 


Robert Newcomb and Marguer- 
ite Sammons have formed New- 
comb & Sammons, industrial rela- 
tions organization, with offices in 
the Empire State building, New 


| York, to specialize in interpretive 


media for management, such as 


employe magazines, informational 


manuals, employe annual reports, 
radio programs for employes, etc. 
Mr. Newcomb, creator of Stet, 


magazine for house magazine edi- Tomorro 
tors, is coordinator of National] . 4. distant furwre, 
‘Council of Industrial Editors. Miss| '™ 


Sammons, who will continue to 
maintain her headquarters at Ana- 
conda Copper Mining Company, 
Butte, Mont., a Newcomb & Sam- 
mons client, is vice-chairman of 


the employe publication section of WORLD PETROLEU 


National Safety Council. 


AFA Issues Book List 


Advertising Federation of Amer- 
ice has published a 1944 supple- 
ment to its “Books for the Adver- 


Advertising Age, October 1944 


tising Man,” published 
listing books on advertisi; 
keting and related subje: 
lished since 1923. The su; 
contains such books 
during 1942 and 1943. 
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Today plans are being made 


d at home an 
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ut the world. 


Reaches the world's important planners, here and abr 


UNDER THE MANAGEMENT OF Fs | 


REX W. WADMAN ("p..) 


2 WEST 45TH STREET * NEW YORK 19. N 
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No fancy gadgets, no stratosphere flights 


Just a good automobile. 


Wuat THE NATION needs now is both a 
good five cent cigar and a good standard 
make automobile, rolling off the lines in 
sufficient quantity to meet the transporta- 
tion crisis and a cigar smokers’ panic. 


Does anyone believe that 


not be the first great production center to 
convert for peace as it did for war? 


Does anyone believe that 
not be the same dynamic 


automobiles that it has been of munitions 


for war? 


Detroit’s secret weapon is its “know- 


how’. No other industrial 


The Detroit News 


A.B.C. Weekday Circulation, 389,628 - Sunday Circulation, 482,628 


Don A. Carroll, 110 E. 42nd St., New York 17 


quantity. 
Detroit will 


million aut 


producer of Keep you 


center pos- homes taking any newspaper regul: 


THE HOME NEWSPAPER 


yanreo” 


A familiar sight in the Want 
Ad pages of the newspapers 
of America today, these clas- 
sified advertisements indicate 
the pressing need for cars of 


sesses it in such concentrated form, or can 
translate it so rapidly into action. 
Chrysler built tanks, Hudson built ‘a 
val ordnance, General Motors built trucks 
and airplane engines, Ford built bom! ers 
—all these bear witness to that singular 
Detroit ability to produce quality im 


With a conservative estimate o! =1* 


postwar, for at least five years, Det olt 
Detroit will will be the Nation’s premium marke 


Detroit; keep in mind the sales influe ice 
of its HOME newspaper—The De! ol 


News—63% coverage of all Detroit 


omobiles per year nee °4, 


r sales sights trained hig’ 0” 


J. E. Lutz, Tribune Tower, Chico ' 
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advertising Age, October 23, 1944 


rges Correlated 
Public Relations 


und Ad Programs 


salt Lake City, Oct. 17.— A 
reful.y planned advertising and 
yblic relations program is needed 
, get the story of industry over 
the various “publics”—includ- 
» stockholders, employes, cus- 
mers and the civil service public 
George A. Kelly, vice-president 
f the Pullman Company, told the 
nter-Mountain Executives’ Con- 
prence on Public Relations here 
day. 

Mr Kelly was the featured 
seaker at the conference, which 
‘as sponsored jointly by the Na- 
ynal Industrial Information Com- 
ittee of the National Association 
* Manufacturers and the Utah 
fanufacturers’ Association. Dis- 
yssing “Developing a Sound Pub- 
e Relations Program,” he advo- 
ated a broad use of advertising, 
imed at various correlated objec- 
ives, He underscored the thought 
hat an effective public relations 
rogram should deal with specific 
chievements of the company, and 
hould be consistent. 

“We have learned that the com- 
lex mechanism called the ‘mass 
ning’ or the ‘public mind’ really 
hinks in simple terms—in blacks 
pnd whites,” he continued. “Either 
our company is good, or it is not 
bood. 


Must Sell Free Enterprise 


We have further learned that 
we have to do a public relations 


LEU 


ere and abr 
«A 
wis. 


RK 19,N 


ant nd that the time to do it is now 
ers vhen we have such a compelling 

chievement story being forged 
las- nthe anvils of war. 

‘We have also come to know 
‘ate at it is dangerous to drift to- 
yard the postwar economy—that 
- of und public relations planning 


d execution can do much to 
uld public thinking along con- 
tructive postwar lines. 
“In peacetime, industry paid lip 
rvice to the concept of public 
rvice, but actually in all too 
nany instances companies were 
‘S perated as if the public, labor 
y nd government had no rightful 
nterest in the proceedings. . . To- 
lay, as a. result of the war and 
ilso the impact of the New Deal, 
usiness sees that closer relations 
etween the public and business 
ire essential if business is to con- 
nue living in an atmosphere 
nducive to business survival. In 
eeking better understanding by 
he public, business must use all 
he techniques of public relations, 
articularly those having to do 
vith giving full information about 
porate activities and accom- 
lishments.” 


pociety to Publish 
Tool Engineer’ 


Tool Engineer, Detroit, official 
mthly of the American Society 
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Wamboldt, Byrne Join 
Blue Program Staff 
Melvin P. Wamboldt, former) 


|national production manager, to| joined the corporate and financial; and member of the board of di- 
‘include supervision of “Blue pack-| division of the public relations de-| rectors of Thompson-Koch Com- 
/age” programs. 


partment of J. Walter Thompson! pany, New York, to become export 
| Company, New York. copy chief for Morse International, 
New York. 


the Blue Network, and recently 
representative for Philco Corpora- 
tion on that company’s Blue pro- 
gram “Radio Hall of Fame,” and 
John Byrne, free lance writer and 
producer, have joined the Blue’s 


commercial program supervisor of | Bailey Joins ‘Motor’ 


Cliff Bailey, former eastern ad- 
vertising manager of Cosmopolitan, 
has joined Motor, New York, as 
vice-president and business man- 
ager, succeeding the late Walter 
E. Dexter. 


Insurance Account Placed 


The United States branch of 
|Swiss Reinsurance Company has 
|appointed Parker-Allston Asso- 
ciates, New York, as advertising 
counsel, effective Nov. 1. 


CORN — HOGS — OATS — CHICKENS 


for the free enterprise system, | 


commercial program department. 


that department’s activities, under 


The increase in staff is in line 
with the Blue’s plan to expand| Samson to JWT 
Don Samson, former managing 
the direction of Adrian Samish,]editor of Forbes Magazine, has 


vmupnraon 


Morse Appoints La Roe 


C. Warden La Roe has resigned 
as head of the copy department CATTLE — SHEEP— HAY — WHEAT 


yvmrvvup 


or ca Ht Tool Engineers, will be pub- 
hed by the society effective with 
¢ February, 1945, issue. For the 
lt Na- st 10 years it has been issued by 
i Independent contractor. 
trucks 
ym hers 
neular MI UF it’s 
ity in A 
of 7 sou want... 
~ TAKE 
ye vit 
ce NEW HAVEN 
ig!) on . 
Auente he Register is rated* the 
\ /th test market in the U. S. 
Det olt —2nd in New England. With 
etroit 2 minimum cost you reach 
irban and suburban popula- 
ula:ly ion, 


“Independent Survey of Providence Bulletin 


WMT provides its news- 
men with the best tools in 
the trade ... the leased wire 
services of both Associated 


Press and United Press. 


600 KILOCYCLES 


RAPIDS 


_ a 
tis Et ae oe eS aa oe 
Pas | Me s 


WMT Newsmen, Douglas Grant (Dean of Lowa Newscasters ), 
Andy Woolfries and Pat Patterson, offer WMT listeners com- 


bined experience of 46 years ... all spent editing news for Iowa 
listeners. No wonder they've developed a knack for news that 
attracts listeners and sells goods and services! WMT is known as 
the News Station of Iowa because WMT newsmen have the ex- 
perience to gauge correctly the news tastes of Lowa. This plus 5000 
watts day and night, plus Lowa’s finest frequency, 600 kilocycles, 
adds up to an outstanding radio buy. Write or wire us .. . or ask 


any Katz Agency man about WMT news availabilities. 


BASIC COLUMBIA NETWORK 
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LOOK IT UP in 
the MARKET DATA BOOK! 


; * 

CONSUMER MARKETS EDITION 
* 

a BUSINESS PUBLICATIONS EDITION 


‘October Issues 


of Magazines Gain 
20% in Ad Volume 


New York, Oct. 18.— October 
issues of national magazines, car- 
rying a total volume of 3,991,271 
lines of advertising, scored a 
19.9% gain over similar issues of 
a year ago. Weekly magazines, 
erasing a 5.9% loss during the 
previous month, rolled up a 1,556,- 
868-line total, up 13.1% over the 
previous year. 

General magazines, with a total 
of 936,848 lines, were up 22.7% 
over October, 1943, issues. Wo- 
men’s publications ran 1,311,281 
lines of advertising, up 23.7%. 
Standard magazines, with 33,799 


Ria « —— | lines, gained 7.7% in ad volume. 
‘ Greatest advantages, percent- 
q 


WWL Adve. 
1941 


... You Think of 


Jan. 


The Greatest Selling Power 
In The South's Greatest City 


50,000 WATTS 
CLEAR CHANNEL 


CBS AFFILIATE—REPRESENTED NATIONALLY BY THE KATZ AGENCY, 


NEW ORLEANS 


When You 
Think of 


NEW ORLEANS 


107,688 NEW WAGE EARNERS 


(Since 1940) 


abs. 


Advertising Age, October 2 


OCTOBER ADVERTISING LINAGE IN NATIONAL MAGAZINES 


1944 -——1943-——_, | 1944  ———_}] 
Pages Lines Pages Lines Pages Lines Page: 

GENERAL | Screen Romances...... 62.3 26,710 46.0 
dAce Fiction Group... 9.8 2,099 10.4 2,280 OO ae ne ee ee 21.2 9,166 14.3 
+American Magazine... 68.0 28,543 65.5 28,125 S™EOVOMLOOR 2 ic cies ca 46.8 31,831 ote 
|American Forests..... 14.3 6,020 10.6 4,452 EN) Sell ek aca ele oa wee s.0's 16.5 7,105 11.0 
|American Home....... 74.9 47,357 60.7 38,352 True Confessions (F).. 72.6 31,193 49.3 
|American Legion...... 24.7 10,353 25.0 10,721 True Experiences’ 

Asia & the Americas.. 2.6 1,101 0.9 405 SES ee 52.2 22,391 49.3 
Better Homes & True Love & 

Jo” ES er er 62.7 39,604 65.7 41,502 Romance (Mac)..... 52.6 22,575 48.0 
7Christian Herald..... 29.1 12,208 22.7 9,733 True Romances........ 55.5 23,820 49.3 
FEI Sac arco 'aeh an & Wik doa Ri sie 30.2 20,529 11.3 7,707 poy OS eer ee 83.3 36,786 50.3 
ee ere eee 5.5 3,768 5.7 3,858 Vogue (2 issues)...... 253.6 160,258 211.2 
Cosmopolitan ......... 80.8 34,668 73.5 31,511 Women's DOF. ssc cues 45. 19,657 39.1 
Dell Detective Group.. 24.7 10,582 16.9 7,256 Woman’s Home 
ey ee ae 36.2 15,545 18.8 8,072 COMMMMION. 6.66005 82.8 56,291 75.0 
SEN erecta aia'a ach art. tsk 17.4 7,324 13.4 5,625 — 
Esquire (Natl.)........ 100.8 67,747 95.2 63,987 OCR MPO ibis s 405s 2,644.8 1,311,281 2,081.5 
MOROOMMEOE sccacadvcens 15.2 10,438 10.0 6,905 STANDARD 
wo ee ee 181.5 114,708 179.0 113,128 American Mercury..... 8.6 1,592 9.3 
Grade Teacher, The... 26.5 11,704 18.2 8,042 Atlantic Monthly...... 50.5 21,210 47.0 
House Beautiful....... 95.0 60,052 55.9 35,352 Harper’s Magazine..... 46.2 10,997 41.8 
House & Garden...... 94.4 59,689 55.7 35,210 — 
Improvement Era..... 18.0 7,710 14.9 6,377 Total GFOUD 2.226056 105.3 33,799 98.1 
Instructor ....... Soo 26.9 18,416 19.6 13,389 OUTDOOR 
Macfadden Detective ; tAmerican Rifleman... 18.6 7,795 16.2 

GrOUP .....+++eeeees 21.1 9,046 = 11.9 120 | +Field & Stream....... 66.9 28,080 41.8 
Mechanix Illustrated... 61.4 13,752 44.6 9,998 Fur-Fish-Game ....... 22.9 9,524 17.8 
*+Moose Magazine as alee 6.5 2,730 7.2 3,080 +Hunting & Fishing... 23.3 9,780 12.8 
7Motor Boating....... $1.4 47,849 60.3 26,037 +Outdoor Life ......... 64.7 27,172 40.3 
National Geographic... 33.0 7,85 33.5 7,973 +Outdoors .........-.. 18.2 7,651 10.7 
Nation’s Business...... 64.8 27,219 68.5 28,760 +Sports Afield.......... 51.2 21,515 26.8 
Nature Magazine...... 4.0 1,384 4.8 2,047 
aPopular Mechanics... 131.1 29,372 90.4 20,245 Total Group aks gery 65.1 111,517 166.4 
Popular Publications. . 15.8 3,546 11.0 2,463 JUVENILE : 
Popular Science....... 128.5 28,784 83.3 18,665 +American Girl........ 13.3 5.596 9.7 
Sea e $6.4 “36,076 43.4 18,186 | Rave tats... 23.0 15609 154 
0 Ee eee ee On 12.3 5,288 5.5 2,338 Cailing All- Girls... .... 23.6 8.973 9.7 
Scientific American wees 14.0 6,017 13.0 5,575 Guta Bite 2... ccs 4.3 1,798 54 
ie & Smith Fiction ace i ael ami > oa7 | Open Road for Boys... 15.3 6.440 10.2 

PORT a dae xaee cess 5.5 02: 3 2,237 al . I om > r49 9 
Meee Cae cent < <s Geeee She 14,448 | ee COM sess Oa = 
Thrilling Group....... 17.9 4,011 19.4 4,340 ‘ ~ 29 are 
Town & Country...... 102.7 68,985 104.4 70,168 =e pri en pees a's es ae —— as 
Woodmen of the World 5.5 2.174 4.3 1,840 | , Be crane ae gig s Beha” he 
ae ry Lae 23 4 9 233 59. 37.79 Americé eekKly.... 56.5 06,46 30.3 
TEQCMNEIE Rs se s0 +46, er __ SS Saree | peasliedia Week....... 374.2 157,174 279.3 

Total Group ........ 2908.6 996,848. 1,550.9 Tesges | CUOtettan Advocate... 11.5 4083 16.4 

WOMEN bCollier’s a ee 224.0 152 418 178.5 
COMED pak samc e esas 96.0 $1,184 65.3 28,028 | bCue ..... e6seee 106.2 45,571 60.7 
co ee Pe are 105.5 $5,259 83.8 35,964 bFamily Circle..... “1.7 30,780 419 
|Good Housekeeping.... 124.4 53,347 131.6 56,463 | Forbes............. S15 = 35,000 87.7 
|Harper’s Bazaar....... 135.8 85,844 168.0 109,535 | Grit ......e eee eeeeeee 38.6 23,553 13.7 
|Holland’s ............. 18.9 14,327 14.4 10,948 | Liberty .............. 3 yo a 
|Household ............ 20.1 13,681 17.1 11,646 | Life ............+.+0e, 251.4 170,961 280.3 
|Ladies’ Home Journal. 108.7 73,917 104.2 70,837 Look SAMARIA SR AACE 63.0 46,235 12.5 
|Mademoiselle ......... 154.2 66,137 132.3 56,771 | Newsweek ............ 257.5 108,153 266.8 
eS Rae 86.2 58,645 72.4 49,217 | tNew York Times . ‘ 

Modern Romances MEMPMBING 24.0 ov ciccens Si 9 74,735 89.5 

CUED oss crl bia ease 65.4 28,038 12.6 18,284 | bNew Yorker ......... 224.5 96,235 208.5 
Modern Screen (MM). 70.4 30,221 49.7 21,307 Pathfinder ee a $3.8 18,400 19.2 
Motion Picture (F).... 72.3 30,559 51.8 22,213 | tParade .............. 24.8 17,781 18.2 
i[Movieland ....eccccce> 32.5 13,958 14.4 6,192 . Sar e teense 10.5 7,140 9.4 
| Movie fe $1.1 17,655 20.1 8,631 bSaturday Evening 
MEOVIO BROW sce écaivsss 30.7 20,886 18.7 12,728 Post .. ete t teens 08.0 209,407 256.2 
|Movie Stars Parade 40.7 17,492 19.9 8,575 | tScholastic ....... -++- 25.8 10,819 19.0 
|Movie Story (F)...... 68.9 29,541 1.3 22,029 | TThis Week Magazine. 47.9 39,547 52.0 
IIE 3 og oe $0.8 17.519 20.2 8.702 Time éoS 6ae% w.6% sees 267.4 112,291 273 
Parents’ (N. Y. Metro bUnited States News 211.6 88,860 169.0 

Be ies cae eee aca 121.6 52,171 73.1 31,366 ee oe ee — ; 
Parents’ (Natl.)....... 115.1 19,399 70.5 30,223 Total Group -. 2,911.4 1,556,868 2,457.1 
Personal Romances 34.7 14,617 16.4 7,062 
Photoplay (Mac)...... 64.0 27,448 9.1 25,332 *Not included in totals. 

PrOM@NAGCS ..ccccesecs yp Pp 30,517 42.2 18,120 *+Page size changed since last year. 
t+Radio Mirror (Mac)... 47.3 20,302 46.8 20,054 | tBegan publishing with Sept. 1944 issue. 
*Real Romances..... 24.9 ae) i“  wanen aSept.-Oct. 1944 issues combined. 

SRIGES GOEe bea tes taeaa 24.9 10,700 a ee bFive issues 1944; four issues 1943. 
Screen Guide... ..cccee 33.3 22,632 26.1 17,780 cFour issues 1944; five issues 1943. 
Screenland Unit....... 46.7 20,033 31.7 13,613 | dll issues in 1944; 12 in 1943. 


1944 


agewise, were marked up by the 
outdoor publications, with 111,517 
lines, a 55.9% gain, and juvenile 
magazines, which carried 40,958 
lines for a 54% advance. 


‘Hoffman Promoted 

Robert R. Hoffman, formerly in 
the field sales department of Rev- 
{lon Products Corporation, New 


Zz 


An obvious 


fact 


York cosmetic manufacturer, 
been named general sales manage! 


in charge of Revlon’s beaut) 


division. 


‘Red’ Motley to Talk 


to Chicago Adclub 


Arthur H. (“Red”) Motle) 
lisher of American Magazi) 
talk on “Postwar Selling” 
the Chicago Federated Adv« 
Club at its luncheon meet 
the Sherman Hotel, Oct. 26 


salon 


500,000 


STOCK PHO 


miss. | ALA 


New Orleans 


WWL—LAND 


WWL Dominates the NEW Deep South— 
Headed for PERMANENT Prosperity 


INC. 


well dramatized, is the 
basis of many advertis- 
ing successes. It encoun- 
ters no resistance in the 


reader's mind. 


Incorporated 
Advertising 
Chicago 


Henri, Hurst © McDonald 
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; —_ “nizati stores, better 
1 ville, Tenn.; WHBQ, Memphis; ‘Company Shortens Name! 2" modernization of stc : 
Dy//man-Standard |xkpvy1, ‘sali’ take City; WISN, Weekly Promotes Foy =| Company display for better selling, better 
? Milwaukee, and stations not yet} C- N. Foy, for the past eight} U. S. Wind Engine & Pump lighting and the role of television 
= T ll of New selected in San Francisco, Okla- | Y&@rs representative of Saturday | Company, Batavia, [ll., has short-| j, displays of the future. 
Yr Ads e homa City and Chicago Night, Toronto weekly, in western|ened its company name to the | 
4 y F | Ontario and central United States,| U. S. Engine & Pump Company. 
Postwar Coach ‘ has been appointed advertising | The company plans an asa | , — 
7 Ot. 17. — Postwar Sterling Promotes Proven | manager. | postwar line of railroad and farm | _¢ 
1] Chi all will be as serene| J- A. Proven, general sales man- s hJ Probe sae lds equipment products. te SOLD! SOLID! « SOLD! SOUND! 
pave” 2 f Sterling Tool Products! Smith Joins Rona 4 
‘12 . floating sanatarium, according | @8¢T © . 
py in the new campaign Pull-|Company, Chicago manufacturer| Gjen ge G. Smith, formerly with NRDGA Groups t to Meet I$ $ EVE NS | 
st n-Siandard Car Mfg. Company | of portable sanding machines, has | Coca-Cola Company of Canadaand| The store management and dis- sections, pages are - t 
Pe 4; launched for its “coach of to-| been elected a vice-president. He|pArcy Advertising Company, To-| play groups of National Retail Dry _-,€ 
soe Morrow.” will continue to direct sales and|ronto, has joined Ronalds Adver-|Goods Association will hold a| | 
61 I First ads of the series announc-/| advertising policies of the com-/tising Agency, Toronto, as account| joint two-day meeting in ew | 
ng the unpene * one “Day-Nite” | pany. executive. York Dec. 7 and 8 to discuss post- 
10% Hach, the “chaise lounge on 
- eels,” are illustrated with com- 
‘00 H. cent, elderly couples, sedentary 
Le ok-lovers and other relaxed 
ist fifavelers riding blissfully by day 
oor: fm stretched out comfortably by 
ae: ght. ; 
31,380 The complete day and night 
reedom from travel ‘fatigue” is 
6,942 /complished by new seating fa- 
18,080 Mities “that support the whole 
Lo )dy while you relax at full length. 
2489 MM added privacy, movable cur- 
;--- fins will sereen your space from 


ii siofbe lights and sounds of the rest | 
a the car, while permitting you| 
71,518 read under a focalized light | 
ithout disturbing your neighbor.” | 
ther innovations described in the | "<r 
ny include individual dressing | ™* 
ms, out-of-the-way storage | 

ja: gpmpartments, smoother riding at | ° 

15s: fMgigh speeds, improved braking and 
—fHbupling, air-conditioning and} 
26,5 und-deadening. 
The schedule includes copy in} + 
57,61. Hhe Chicago Journal of Comme 
119,8 ew York Journal of Commerce 
be 1d Wall Street Journal and in 
9 tober and November issues of 


~ 
Me 


: iness Week, Collier’s, Fortune, 
161 ation’s Business, Newsweek, 
12,3 e and the United States News. 
25,3 Charles Daniel Frey Advertising | 
ean gency, Chicago, handles the ac-| 
9,28 unt. 


so. f[Pept. Stores, Papers 
ponsor New ‘Time’ Show 


Right department stores and two 
vspapers have already signed | 
ke sponsors of “The World and 
~’ 7. fmgmerica,” new quarter-hour tran- 
ibed series prepared by the | 

lio programs department of | 

, Inc., New York, and placed | 

varyins starting dates since 

1 on 22 stations from coast 

) coast, | 

series of 52 broadcasts, the | 
gram offers a history of the} 

ted States from 1492 to 1942, | 

turing highlights in our history | 

een by typical Americans, with 

riptive incidents of how and 

_— ey the country developed in the 
y it did. Papers sponsoring the 


es has res are the Washington Post on , r : . ; , ‘ ‘ 
ae sal sone Washington, and the Min- Down the ramps of their carrier ships and into the “Water Buffaloes” can be credited to the speed with which 
' = polis Star Journal and Tribune . * . baat ; 
:KST P ocean... plowing through surf and defying jungles, American manufacturers turned their facilities to producing 
ther stations are WBRC, Bir- eer , in lah. ‘ 
k ingham; KLRA, Little Rock, swamps and man-made obstacles... “‘tanks that war material in unbelievable quantities. In countless ways e 
.; KARM, Fresno, Cal.; KTUC, . . A a : = : is : 
uson; WHKK, Akron (station swim” shatter many traditions and provide our America’s peacetime ability to manufacture almost any- aay. 
ley, pubgm™e’ns Nov. 15); WHOT, South J , ; , a — 
inc. wild; WQXR, New York: KGU, forces with a new and powerful arm. thing faster and better and for less is now helping over- ; 
” befor Oulu; WGAN, Portland, Me.; 7 
vertisingam BR, Baltimore: CKLW, Detroit: The present widespread use of these “Alligators” whelm our enemies in every part of the world. 
seting I-WHEC, Rochester, MN. ¥.; 
ry, TAS White Plains, N. Y.: 


ilhiacninacinac oad CONSOLIDATED Coiled PAPERS 
AT UNCOATED PAPER PRICES 


A development by Consolidated Water Power and Trade and technical journals graphically picture new 
Paper Company ... which reduced the cost of coated short-cuts which help speed-up production. Millions of 


fam 2 . inte +s help keep the home front going b 
paper by producing it faster and more economically... printed brochures help keep we 
“pinch hitting” for the men and women in service. 


is another example of the many American peacetime 


, , : , Consolidated Coated Paper is used in printing an 
achievements which are speeding us to victory. 


important share of these publications and brochures. 
SELLING NEW HAVEN'S Paper is a war material. Consider, for example, the Yet because of a tradition-shattering development this me 


bo 3 7 


WAR WORKERS effect of the photographs from battlefronts which are paper is produced in a minimum of time and with a 
™ Sieiaiis tale tals was realistically reproduced in national magazines. Such pic- minimum use of the man-power, 
rnai-Courier ! ; ‘ , nn. ' rn 3 
Plant’ by the thousands daily — tures of our men in battle cannot fail to inspire millions machine-hours and materials which . ae 
: ea opy read by many, and 3 ) ce 
Passe on from shift to shift — at home to greater effort. are so vital to our war effort. 
e py working 24 hours daily 
% g you coverage of today's | 
V0 eager dallgh CONSOLIDATED WATER POWER & PAPER COMPANY 
00 readers daily! PRODI a 
MAIN OFFICES SALES OFFICES : 
Four Modern Mills . . . All in Wisconsin 4 P 
0 * *& THE *& * WISCONSIN RAPIDS, WISCONSIN 135 SO. LA SALLE ST., CHICAGO 3 \RMELAND 4 


NE .y HAVEN, CONN. 
JOLRNAL-COURIER 
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Heads Lockheed Ad Dept.; Wile Appoints Lourie 


Roy Campbell Jr.. formerly 
manager of the publications and 
art division of Lockheed Aircraft 
Burbank, Cal., has 
been appointed advertising man- 
Prior to joining Lockheed, 
Mr. Campbell was part owner of 
Advertising 
a former vice- 
president of Ryan Aeronautical 


Corporation, 
ager. 


Barnes - Campbell 
Agency and is 


Company. 


me ooth YEAR wz 


-+.for a quarter century read by 
all County Agents and Vocational 
Teachers, for the newest in Agri- 
culture and Home Economics. 


AGRICULTURAL 
LEADERS’ DIGEST 


CCA 139 N. CLARK ST. 


CHICAGO 2 NBP 


National Ad Manager 


Robert S. Lourie, assistant” to 
the state stores division manager 
|of Calvert Distillers Corporation, 


New York, for 
the past five 
years, has been 
appointed na- 
tional advertis- 
ing manager 
for Julius Wile 
Sons & Co., 
New York. 

Mr. Lourie, a 
member of the 
New York Ad- 
vertising Club 
and American 
Marketing As- 


Robert S. Lourie 


sociation, was previously with 
Browne Vintners Company and 


J. D. Tarcher & Co., New York. 


Liberals Release Series 


The Liberal Party of New York 
State is running a campaign using 
newspapers, radio, and car cards. 
Arthur Rosenberg Company, New 


York, is the agency. 


“| use Ipana three times a day...” 


“Shake Vitalis on my hair, shave 


the market research staff of N. W. 
Philadelphia, 
joined Glenn L. Martin Company, 
Baltimore, as director of market 
research for the non-aeronautical 


Ayer & Son, 


| divisions of the company. 


with Ingrams, take Sal Hepatica regularly ... 


and still I can’t sell Bristol-Myers!” 


we 
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, 
It's smart stuff to know your prospect's 
products ... but it’s smarter to have 
your prospect's people know you. 


No, we know you're not “Superman.” 
But suppose you could hire yourself 
a good man, Friday, to follow those 
Bristol-Myers’ boys 
crews... 


and their agency 


Yes, we mean the 5 major advertising- 
marketing magazines. 


Lee Bristol? Shucks! He subscribes 
to all five! Prexy Henry Bristol pays 
for one. Sales V-P Hardie and Export 
V-P Bomer each buy two. So does 
George McMillan, Director of Public 
Relations. To say nothing of impor- 
tant divisional sales heads, ad man- 
agers, etc. 
WYa&R 


out of 141 subs—Bristol- 


Myers’ account men Emory and 
Grimm share three. Sig Larmon, Lou 
Brockway, Plans Board Boss Whit- 


tier, Merchandising V-P Cherr, Radio | 


Director Harrington, Top Time Man 
Carlos Franco, Media Maestro Tony 
Geoghegan personally subscribe to 
one or more. 


At new agency Doherty, Clifford & 


Shenfield . . . Doherty pays for two. | 
Ditto Shenfield. Clifford subscribes to | 


four, Arthur Cobb three. When ac- 
counts move—when new agencies are 
born... these books have an old habit 


of being right there. 


The coverage pattern is beautiful. 
And. if you've been following these 
ads. you'll know it’s not unusual, 
either, 


Use the 5 advertising: marketing magazines regularly 


... for the smile of sales 


ADVERTISING AGE@ ADVERTISING & SELLING 


PRINTERS’ 


INK @ SALES MANAGEMENT e TIDE 


in architectural 


has 


Assn. Appoints Kaufman |*° 13.6% 


National Terrazzo and Mosaic 
'| Association, Washington, D. C., has 
| placed its advertising account with 
_ | Henry J. Kaufman Advertising, 
-.| Washington. Space is being used 
and specialized 
business papers. G. C. Brant Jr. is| up 18.5%, 
account executive. 


and September 


in Ad Volume 


New York, Oct. 18. — October 
issues of farm 
publications carried a total of 1,- 
433,318 lines of advertising, a gain 
or 171,245 lines, over 
similar issues of a year ago. 

October farm magazines, with a 
total of 299,852 lines, were 13.2% 
ahead of October, 
October monthly farm  publica- 
tions, totaling 295,393 lines, were 
while September farm 
papers, with a total ad volume of 


1943, 


Advertising Age, October 


issues. 


. . . Write or Phone for 


one of our Representatives 
—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


Ad-Setters - Engravers - Printers 


400 N. Rush St., Chicago 11 * Whi. 2300 


DAY AND NIGHT SERVICE § 


TRY THIS ON YOUR PHONE 


- « You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


PRINTING 


A 
Commercial c 
Display I 1 
Excluding Ex 
Poultry I si 
-— Total Advertising ——,. and Livestock r— Total Advertising —,. and - 
o— 1944——,, -——1943—_, 1944 1943 7 1944-——.. -——1943-—_, 194 ' " 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lins Lis, . 
FARM MAGAZINES Idaho Granger ..... 7.8 8428 6.5 7,014 84 Far 1 
Nation’s Agricultune 10.4 4,667 6.2 2,796 4,65 . : 
Capper’s Farmer ... 47.56 25,497 46.8 25,145 24,776 24,608 ee | — * 
Country Gentleman. 69.2 47,028 59.8 40,646 46,204 39,798 Total Group..... 34.2 25,2381 21.2 21,946 39,9 Oe ‘ 
Farm Journal & 
Farmer's Wife ... 68.7 29,381 56.1 24,113 28,543 23,274 Semi-Monthly—Sept. 
Progressive Farmer: Dakota Farmer .... 34.3 26,439 27.6 21,320 26.4 ' 
Carolina-Va, Farmer, The ...... 43.5 34,136 43.1 33,791 31,18 : 
PROGR. nae scces 39.6 28,803 36.5 26,548 27,726 25,311 Hoard’s Dairyman.. 35.3 25,733 33.6 24,436 22.1% ‘ 
Ga.-Ala.-Fla Idaho Farmer ..... 34.9 26,396 25.7 19,444 25,650 j9’= 
oo Arr 40.0 29,149 38. 27,709 28,065 26,305 Indiana Farmer's 
Ky.-Tenn. Edition 38.9 28,313 36.9 26,860 27,558 25,753 PUIG. ccadasvrses 29.4 23,051 24.9 19,502 17,42 14 Nae 
Miss.-La.-Ark. Ed. 38.3 27,911 32.9 24,005 26,967 22,719 Kansas Farmer .... 25 5 20.7 15,723 21,60 114k 
Texas Edition 40.0 29,127 35.9 26,188 27,939 24,866 Michigan Farmer .. 7 29.0 22,248 19,648 2; 
*In all 5 Editions. 34.3 24,989 30.8 22,403 24,361 21,643 Missouri Farmer ... 3 5.1 4,022 3,8: > 
*Average 5 Missouri Ruralist 8 21.0 16,926 14,545 11/9, 
Editions ....... 39.4 28,660 36.1 26,263 27,651 24,991 Montana Farmer 1 31.5 23,707 26,047 9% 
Southern Agricul- Nebraska Farmer .. 37 49.1 37,111 40,58 4 
ROPIE: aiuaednders 33.0 23,115 21.5 15,070 22,569 14,651 New England : 
Successful Farming. 71.1 31,528 63.7 28,648 30,498 27,687 Homestead ..... 38.8 27,144 19,69 164 = 
a ee a ee. ee Ohio Farmer ..... 36.4 27,981 24,59 26.56 = 
Total Group...... 486.3 299,852 428.2 264,932 290,845 254,972 Oregon Farmer .... 24.5 18,595 23,920 1797 - 
Oregon Grange 
FARM PAPERS Bulletin ......5 10.9 11,858 11.1 12,110 11,858 19) 
Pennsylvania Farmer 27.4 21,054 26.2 20,152 19,918 194 
Monthlies Utah Farmer ..... 18.7 14,169 15.0 11,342 10,765 11 Ni 
Agricultural Leaders’ Wallaces’ Farmer & 
ee rr 34.7 6,811 13.3 2,597 6,811 2,597 Iowa Homestead... 68.3 53,524 58.4 45,759 44,693 26,594 re 
tAmerican Fruit Washington Farmer 35.0 26,472 25.9 19,631 25,796 19,019 th 
ATOWS? wcntascais 3.2 5,665 8.5 3,626 5,511 3,551 Wisconsin Agricul- 
American Poultry turist ..cseeeeuee 48.7 34,261 31.8 24,886 33,322 24.7 
Journal: . canine’ inctinaitin eulbtaditetlly : tients 7 
Eastern Edition... 32.3 13,849 26.1 11,179 12,422 9,953 Total Group...... 684.4 524,836 579.4 444,730 463,674 390.44 
Central Edition... 27.3 11,725 22.2 9,525 10,852 8,679 
Western Edition... 24.9 10,695 19.5 8,380 9,994 7,862 Bi-Weeklies—Sept. 
*In all 3 Editions. 24.4 10,463 19.1 8,198 9,776 7,764 American Agricul- 
Better Fruit ....... 8.2 3,488 4.8 2,084 3,438 2,034 RMR owk waa. 0 27.6 20,125 21.1 15,378 17,897 13.5 
Breeder’s Gazette.. 26.0 11,686 20.5 9,251 10,036 6,661 | Arizona Farmer 33.6 25,369 24.0 18,148 26,391 167 
California *California Culti- 
Citrograph ....... 20.2 13,580 23.6 15,876 13,580 15,876 NE Rn ig oad awe 35.7 27,020 26.9 20,537 24,703 18,47 
Carolina Co-operator 2.4 1,009 2.5 1,051 710 591 Dairyman’s League 
Cattleman, The 81.4 34,202 79.8 33,547 15,750 9,232 ie 6.5 4,512 5.3 3,849 2,449 21 
Cooperative Digest.. 16.1 3.380 5.0 1,050 3,380 1,050 +Prairie Farmer 65.5 47,785 50.1 36,450 39,929 29,4 
Electricity on the SS -_ . nn aii 7 
 — rire 14.8 5,292 7.6 2,706 5,292 2,706 Total Group..... 168.9 124,811 127.4 94,362 111,369 80,3); 
Farm and Ranch... 37.7 27,979 26.0 19,679 26,695 18,134 
Farmer-Stockman .. 20.0 15,067 25.0 19,414 14,519 17,654 Weeklies—Sept. ti 
| Florida Grower .... 11.2 7,639 7.0 4,782 7,203 4,390 §Capper’s Weekly... 5.9 13,292 4.5 10,046 12,066 94 } 
Kentucky Farmers’ Weekly Kansas City , 
| Home Journal 16.5 12,93 13.0 10,200 12,077 8,696 Star: 
| Michigan Farm Missouri Edition.. 12.9 31,852 11.2 27,588 25,522 21 
cy RERRSRRT OO Newsa 5.2......... 1.1 2,240 1.8 2,653 2,210 2,623 neice ; vei pans 
| National Live Stock Total Group..... 18.8 45,144 15.7 37,684 37,588 30 
| PTOGUGSP ccccscee 9.3 6,752 6.7 4,883 6,640 4,820 ; 
New Jersey Farm Dailies—Sept. - 
and Garden ...... 28.9 13,014 24.0 10,812 12,258 9,914 Chicago Dally 
Ohio Farm Bureau Drovers Journal.. 33.6 71,507 32.5 69,059 39,104 35,8 —Msto 
IIOWS acvccscccess 12.2 5,502 10.8 4,853 5,317 4,694 Kansas City Daily ni 
Poultry Tribune: Drovers Telegram. 28.6 60,903 28.4 60,495 37,860 = 
Eastern Edition... 40.0 17,163 35.7 15,356 15,142 13,502 Omaha Daily Jour- il 
Central Edition... 34.9 15,010 31.3 13,436 13,754 12,068 nal-Stockman 29.0 61,752 36.7 78,047 37,580 54,37i,mmbel 
Western Edition.. 31.4 13,482 26.6 11,445 12,425 10,436 St. Louis Daily Live ‘or 
Pacific Edition... 33.7 14,458 29.0 12,473 12,540 10,883 Stock Reporter... 22.9 48,700 16.9 35,914 33,573 19,64 of 
*In all 4 Editions. 30.4 3,042 25.3 10,867 11,999 9,956 oceebiaeie eS eee i 
Southern Planter 32.6 22,817 26.4 18,508 21,999 17,663 Total Group..... 114.1 242,862 114.5 243,515 148,117 145,4 0 
Total Group...... 611.0 295,393 496.2 249,316 260,555 206,269 tNot included in totaln 
tPage size changed since last year. 
Monthlies—September #Three issues 1944; two 1943. 
Arkansas Farmer .. 16.0 12,136 8.5 6,391 12,136 6,391 §Five issues 1944; four issues 1943. th 
| * e “ - : 
Joins Glenn Martin Farm Publications | 25.231 tines, were 15% ahead. 
P September issues of semi- 
J. Howard Blake, recently with Show 13 6% Gain monthly publications carried « 
e 


total of 524,836 lines, up 18% 
while September weeklies, wit! 
45,144 lines, were up 20%, and 
September dailies, aggregating 
242,862 lines, were off 0.3%. 

October issues of Canadian, 
magazines, running a total of 285-%.., 
603 lines of advertising, were 19. 
above similar 1943 issues. Farm 
publications carried a total of 
268,280 lines, up 20.2%. 


Poultry Tribune’ Buys 
Fourth Farm Magazine . 

Watt Publishing Company Hy, 
Mount Morris, Ill., publisher 0 < 
Poultry Tribune, has purchased), 
Better Equipment & Farming 
Methods, previously published six 
times a year by Midland Publish 
ing Company, St. Louis. Efiective 
with the November - Decembe! 
1944 issue, the name will & 
changed to Better Farming \et!- 
ods. Space rate for a full page 0! 
a one-time basis is $110. W2't als 
publishes Hatchery Triburc ane 
Turkey World. 
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we \CAN EXPORT AIRLINES SEEKS NO 
yor POLY IN OVERSEAS AIR TRAVEL! 
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NO MONOPOLY — “Progress through 
regulated competition’ is advocated in 
this American Export Airlines copy, 


Opens Four-City 
ampaign for 
Postwar Travel 


New York, Oct. 17.— American 
Export Airlines is using newspa- 
pers in New York, Boston, Wash- 
ington and Chicago to present its 
position on the controversial ques- 
tion of postwar overseas air travel. 
The initial ad, headed “American 
Export Airlines Seeks No Mo- 
nopoly in Overseas Air Travel!”, 
appeared last week. 

“In spite of the fact that Ameri- 
can Export Airlines gave the world 
the first (and only) deluxe non- 
stop transatlantic airplane travel 
and is today a leader in this highly 
mportant field,” says the copy, “‘it 
believes that the American way of 
‘rogress through regulated com- 
petition’ is the way to American 
orld air supremacy.” 


Competition Necessary 


The ad stresses the point that 
the world’s a big place and will 
be just as big after the war, even 
though no spot on earth will be 
more than 60 hours away by plane 
from where you are this minute!” 
Only through competition, it is 
held, can the necessary skill and 
nitiative be developed to give the 
U.S. domination of the air picture. 

The line has been maintaining 
transatlantic year-round sched- 
ules for two years under certifi- 
cates granted by the Civil Aero- 
nautics Board, carrying priority 
passengers, mail and cargo for the 
government. 

“Not for one moment,” the ad 
concludes, “do we believe that any 
ne company, American Export 
Airlines included, has a monopoly 
on the brains, vision and general 


l-round experience needed to do | 


the whole job and do it well!” 
Subsequent ads will appear in 
le same media at frequent inter- 
vals. Campbell- Ewald Company, 
New York, is the agency. 


Merrilees to Ronalds 
A. A. Merrilees, for the past two 


“anad.an National Railways, 
“Montreal, has joined Ronalds Ad- 


unt executive. The agency has 
“Ppointed two new directors, An- 


reasurer, and R. J. Avery, 
manager of the Toronto | 


ILDER CUSTOMER”— 


nsational descriptive booklet of 
ilding Market, Contains informa- 
partially presented that's easily 
vnc stood about the building that all 
king is about. 


tor a copy of this booklet, just 
> press, or ask your advertising 
8° -y about it. 


years in survey work with the} 


vértising Agency, Toronto, as ac- | 


‘rn, who also becomes sec- | 


To Wesley Associates 

Company of Master Craftsman, 
Inc., manufacturing division of 
W. & J. Sloane, New York, has 
named Wesley Associates, New 
York, to handle advertising and 
merchandising. 


K&E Promotes Smith 


Doris Smith, radio commercial 


| writer of Kenyon & Eckhardt, New 


York, has been named copy super- 
visor of the agency’s radio depart- 
ment. 


Holzer Appointed 


J. S. Holzer, formerly of Amer- 
ican Can Company, New York, has 
joined the New York advertising 
sales staff of Nation’s Business to 


cover New York state and Pitts-| 


burgh territory. 


Maine Potatoes 
Get $350,000 


‘Bonus’ Promotion 
Augusta, Me., Oct. 19.—Retail- | 


| ers now spend more than $350, 000 | 


annually to promote Maine pota- | 
toes, the state of Maine points out 


Potato Marketing Program.” 

The book is being mailed by the 
Maine Development Commission 
to more than 7,000 potato growers 
and shippers in Maine, and to 
executives of produce companies 
and retail and wholesale food con- 
cerns. It covers the steps taken 
to organize the trade and develop 
consumer demand. 


The Maine program has been a 
factor in overcoming a downward 
| trend in per capita potato con- 


in a six-year report on the “Maine |! 
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sumption in the United States,; resented the Bureau of Advertis- 
from 4.2 bushels annually in 1905 | ing, ANPA, in its Chicago office, 
to 2.8 bushels annually in 1935.| and for seven years was advertis- 
The State of Maine label has be-| ing manager of Ideal Dog Food, 
come an.“umbrella” for the indi- | division of Wilson & Co., Chicago. 
vidual brands of more than 400 
| br ands of independent shippers 
and growers. The advertising cam- 
| paign, through Brooke, Smith, THE BAKING INDUSTRY MAGAZINE 
French & Dorrance, has empha- 
sized quality and nutrition—in- 
cluding the development of “Super 
Spuds.” 


; FACT NO. 6— 
Joins Standard Steel | 
For outstandin editorial 


Donald L. McGee has resigned | quality BAKERS’ HELPER 
receive e war 0 

as adv ertising manager of Nutri- Excellence from the National 
tion ‘Research Laboratories, Chi- | Council of Industrial Edi- 


cago, to join Standard Steel Spring Poston Galeaiien. — 


Company, Coraopolis, Pa., where 
he will direct advertising and sales | gmnm ’ : t ’ 
promotion for corronizing, a | = BAKERS HELPER  ewicacoe WUNNOISS 
process for coating metals against | PUBLISHED EVERY TWO WEEKS 
rust. Previously Mr. McGee rep- | 


De CRASS ROOTS of 


POST-WAR PROSPERITY 


AT CATTLE finding good green feed along the 

old cotton rows of thousands of Southern farms 
are a symbol of one of the great home-front victories 
of the War. The fruits of this victory are rich harvests 
of food, fiber and oil to fight the War and a better- 
balanced economy for the South after the War. 

During the last four years, the South has increased 
its farm livestock by 5714 million cattle, hogs, sheep 
and chickens . . . planted 7 million more acres to 
major food and feed crops . . . and increased its yield 
of all crops per man-hour of work through the use 
of more progressive methods of farming. 

In 1943, the South produced about as much cot- 
ton as in 1939, but produced this yield on 2 million 
less acres. During the same period, the South broke 
all records in the production of food and almost 
tripled its income from livestock and livestock prod- 
ucts. The South’s cash farm income for 1943 was 
$5,238,927,000 . . . a gain of $2,779,966,000 over its 


income for 1939. 


By reducing his acreage of labor-expensive crops 
such as cotton, the Southern farmer is releasing valu- 


able man-hours of work for use in growing labor- 
saving crops such as legumes and grain for harvest 
by livestock or machinery. 

Thus the South attains a goal which has always 
been a keynote of Progressive Farmer editorial pol- 
icy. For the South is no longer dependent upon a 
one-crop system of farming. Diversification is the 
doctrine of post-war Dixie . . . and the chief expo- 
nent of that doctrine will continue to be The Pro- 
gressive Farmer. f 


The South, Subscribes to 


Thi Progrissive Farmer 


\) 


Advertising Offices: spirnMINGHAM, RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 


Pacific Coast: Edward S. Townsend Co., Son Francisco, los Angeles 
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Compare the strategy of the general staff and the business 
conference. You'll discover that both agree on basic oper- 
ations—setting up major objectives, achieving them in the 
most direct way. 


Chain stores are the post-war major objective of volume- 
product advertisers. For the chains—once the reservoir of 
pent-up buying desires bursts—will move more products in 
shorter time—spearhead the oncoming national purchasing 
stampede. 


The Chains know they will move record-breaking inven- 
tories after-Victory. A survey reveals their plans to put 
over 500 million dollars into modernizing stores by 1945 
if the war ends this year — 625 million dollars if it goes 
into. 1945. 


WHAT STRATEGY TO REACH THE CHAINS? 


You get the most direct approach to the chain store market 
through Chain Store Age’s six separate magazines — each 
edited for specific “decision men” in the chain store field. 


CHAIN STORE SPECIALISTS AT YOUR SERVICE 


Chain Store Age representatives—men associated for years 
with chain operations and developments—can give you up- 
to-the-minute facts on your particular products—point out 
vital marketing information to help you get post-war plans 
right on the beam. No obligation, of course. So why not 
drop us a line. 


CHAIN STORE AGE 
Gp irarerti= 


SEPARATE ABC PAID-CIRCULATION 
Magazines Covering the Entire Chain Store Field 


cee, ee esl s ee a aes a ;  - Re 


Spiegel Resumes 
Christmas Book 


Chicago, Oct. 18.—Spiegel, Inc., 
this week is mailing out its 180- 
page Christmas book, first holiday 
catalog of its kind issued by the 
company since 1942. The book, 
devoted largely to gift merchan- 
dise, carries a 41-page toy section, 
largest of recent years. 

The catalog contains a _ special 
insert devoted to the Spiegel 
30-day charge plan which extends 
the convenience of a department 
store charge account to its mail 
order customers. 

Following the policy of the fall 
and winter catalog, the new Spie- 
gel Christmas book offers many 
more nationally advertised prod- 
ucts, including such newcomers as 
Pliotoys, Airman Flight - Weight 
jackets, Quiltee jackets and Great 
Masters lingerie. Stainless steel 
cutlery reappears in the catalog 
and automobile inner tubes, now 
sold without ration certificate, get 
a full page. 

Solid gold jewelry ranging in 
price from $13.95 to $295 domi- 
nates the opening pages of the 
152-page Montgomery Ward & Co. 
Christmas book, also released this 
week. As with the Spiegel book 
and Sears, Roebuck & Co.’s holi- 
day catalog, recently sent out, the 
toys offered are constructed mainly 
of wood and plastics. 


Six Delegates to IBC 
Named to Represent U. S. 


The six delegates who are to 
represent the economic interests of 
the United States at the Interna- 
tional Business Conference Nov. 
10-18 in Rye, N. Y., have beer, 
selected by Eliot Wadsworth, 
chairman, American section, In- 
ternational Chamber of Com- 
merce; Eric A. Johnston, president, 
Chamber of Commerce of the 
United States; Robert Gaylord, 
president, National Association of 
Manufacturers, and Eugene P. 
Thomas, president, National For- 
eign Trade Council, who are 
jointly sponsoring the conference. 

They are, Winthrop W. Aldrich, 
chairman of the board, Chase Na- 
tional Bank, New York; Curtis E. 
Calder, president, American & 
Foreign’ Power. Company, New 
York; Henry F. Grady, president, 
|American President Lines, San 
Francisco; Edward C. Riley, vice- 
president, General Motors Cor- 
poration, Detroit; Harper Sibley, 
manager, Sibley Farms, operating 
in Illinois, New York and Cali- 
fornia, and George W. Wolf, presi- 
dent, U. S. Steel Export Company, 
New York. 


Harvel Drive Built 
on Stars’ Endorsement 


Taking as the cue for its new 
campaign the endorsement of 
Harvel watches by stage, screen 
and radio stars, Harvel Watch 
Company, New York, is using full 
pages in two national magazines 
this fall and extensive radio built 
around “The Watch That Times 
the Stars.” 

Radio consists of commercials on 
Harvel’s Sunday quarter-hour of 
news by John B. Kennedy on 60 
Blue Network stations, and an- 
/nouncements on 17 independent 
stations carrying the transcribed 
|series, “Soldiers of the Press.” 
| A. W. Lewin Company, New York, 
is in charge. 


Parker Joins Mutual 

Phyllis Parker, radio writer, for- 
merly with J. Stirling Getchell, 
Inc., New York, has joined Mutual 
Broadcasting System as manager 
of program promotion. 
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AUTOMOTIVE SERVICE INDUSTRY 
is entering the most prosperous period 


in its eae Cover this market 
thoroughly with Automotive Digest 


VOLUME COVERAGE* 
7” x 10” PAGE SIZE 
LOWEST COST 


Write for Market Study 
*75,000 


AUTOMOTIVE DIGEST 


Cincinnati 10, Ohio 


1943 or Loss 1944 1943 
Food Chains 
Eee seceeeecssee$ 4,194,760 $ 3,876,779 +8.2$ 37,943,353 $ 35.990 
Kroger Groc. & Bak. Co. 33,415,979 31,135,354 +7.0 304,217,364 289.998 
PRATIONN TOO. bocacvccesas 7,729,883 6,627,772 +-16.6 sana 
BM oO se Goren Rot wat 52,931,621 47,057,368 +-12.5 501,393,528 450,285 ! 
Group Total .......... -$ 90,542,360 $ 82,069,501 +10.3 $ 843,554,245 $ 776.274 iaa 
Mail Order 
Sears, Roebuck ........... $ 89,662,266 $ 79,141,546 +13.3 $ 609,358,525 $ 537,39 
SOIOGO iat einiicccctesss3 One 2,735,141 40.8 23,318,090 20,708 ¢ 
tMontgomery Ward........ 63,686,378 54,280,420 +-17.3 396,193,964 404.065 le 
Grous Total 55.055 .0353 $157,200,232 $ 136,157,107 +-15.5 $1,028,870,579 $ 962,166 4 
Drug Chains 
| Se ee re $ 886.017 $ 811,605 +9.2 $ 11,058,426 $ 10,254: 
SD wees ss sraw bkexes 2,914,108 2,749,917 +6.0 25,127,436 25,083 4 
PEPE PreT ee rere 10,046,076 9,189,368 +9.3 87,117,098 82,079 7 
a a ee ee $ 13,846,201 $ 12,750,890 +8.6 $ 123,302,960 $ 117,419 “Lt 
Variety and Miscellaneous 
Dai E20. ene teed $ 4,740,423 $ 3,619,338 +31.0$ 33,460,712 $ 29,49): n 
3Colonial Stores, Inc....... 7,399,874 7,082,235 4+4.5 71 403,887 65,237,376 45 
Consolidated Retail Stores. 2,105,074 1,917,713 +9.8 14,997,517 13,904,574 9 
Diamond Shoe Corp....... 2,685,705 2,616,966 +2.6 21,954,404 21,402, 4) 
2Diana Stores Corp........ 595,725 504,097 +-18.2 1,207,290 990,975 +4) 
Betien. BIGE. occ csccnsesds 3,573,141 3,262,325 +9.5 32,180,124 29,262,407 Lip 
PISMINGN, Wis Piinncccccccens 589,998 559,929 +5.3 4,416,907 4,475 
Se A ere 15,461,059 13,635,270 +13.4 114,843,071 110,590,342 
tGreen, H. L gies 5,882,006 5,324,073 +10.5 40,892,863 40,638 034 
tinterstate Dept. . 3,651 543 3,405,102 +7.2 25,929 863 25,830,857 
Kresge, S. oe ctcae eee 16,321,204 +9.0 144,571,896 138,302,5 
J” 43 SR, Sere 10,215,765 9,380,127 +8.9 87,243 468 83,994,914 
Lane Bryent,. Inci.........% 3,246,725 2,693,088 +20.6 25 233,888 21,410,368 + 
SEBO: cixcccadcvessivesces | ee 5,565,195 +23.6 54,386,419 47,451,941 +144 
PG AOIY «oo oscencenessssiess.) 5,188,112 +12.3 47,685 501 45,703,952 +43 
tMcLellan Stores ........ ; 3,430,147 3,121,056 +12.3 23,889 691 22,355,473 
Melville Shoe Corp.... 3,422,801 3,360,572 +1.9 26,363, 100 28,650 482 
Murphy, G. C......... .. 7,065,670 6,278,794 +125 59 470,344 56,772,633 
WON BIGE. GsKcc ccs asss 3,182,796 3,050,731 +4.3 25,220,396 25,140,018 
POINT De Wis ceed rons ede 7,594,486 7,190,525 +5.6 | 63,510,321 60,731 635 
POND. Bo Gree veghatn'css sss MTMEAS 42,942,170 +10.9 356,629,396 331 261,920 
ee oe | 812,347 1,775,538 -+2.1 15,093,554 13,930,269 
Western Auto.............. 4,323,000 3,961,000 +9.0 32,838,000 33,320,000 
Woolworth, F. W.......... 37,528,776 33,406,081 +12.3 311,379,244 301,660,300 
Group Total .......... $206 635,370 $ 186,161,241 +11.0 $1,634,801,856 $1,552,510,005 53 
Combined Total ........$468,224,163 $ 417,138,739 +12.2 $3,630,529,640 $3,408,370,255 4: 


TEight month period. 
1Twelve month period. 


Advertising Age, October : 


SEPTEMBER SALES OF CHAIN STORES 


ee % Gain -——Ist 9 months——— 
1944 


2Two month period. *Not included in totals 


°2Four weeks and 39 weeks. 


1944 


THE 


“5h & 10’s 


"ARE THE 
Department Stores 
of the Masses... 


These stores handle over 30,000 different items popularly priced, 
from 5c to $5.00 and over, to meet the needs of the masses. No 
matter what size city, town, or village you go into, the syndicate 
variety stores get the traffic. 

Many of these stores do over a million dollar annual volume 

In the 5000 odd stores comprising the big 10 group the average 
annual volume per store is over $275,000.00. In this important 
group of stores alone, which did a volume of $1,341,376,361 in 194), 
The Merchandiser gives you a coverage of nearly 12,000 key people 

A mass distribution market efficiently geared to handle post-wo: 
mass production. ‘ 

Don’t overlook this tremendous market in you: 


POST-WAR PLANS! 


The “Merchandiser” 


A highly specialized medium cate’ 
.ing exclusively to the 5 & 10 to $1.0 
and up syndicate variety stores. 


Editorially slanted to the problen 
and interests of the store manage’ 
and their assistants, who do the da) 
in and day-out ordering of mercha: 
dise for this approximately two billio 
dollar market. 


Total MERCHANDISE-O! 
DERING circulation 16,514 k« 
people in 8300 stores. 


sesh ate Stowe 
. 


Largest audited circulation in the fie 


The Magazine of 


THE ai & 1 0° MARKET 


CCA SYNDICATE STORE MERCHANDISER € yf 
79 Madison Ave., New York 16, N. Y. 
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‘oodrich Extends 
vive for Truck 


ire Conservation 


Akron. O., Oct. 17—The B. F. 
‘odric. Company has launched a 
fy an greater campaign to help 
uck operators conserve their 
es di ing the present rubber 
‘cis, he program features the 
i of Goodrich tire specialists, 
ho take over complete supervi- 
yn of Lure Maintenance on a reg- 
gy contract basis. 

Hithe.to advertised only on a 
adic schedule, the compara- 
ely new conservation service is 
ng pushed as the logical answer 
the greatest tire crisis that truck 
rprators have ever faced. Today, 
hough tire companies are pro- 
cing more than ever before, 88% 
the production goes to the gov- 
sment for war needs. This 
ves the truck owners in a bad 
1y, with conservation of present 
bber the only alternative. 

The expanded Goodrich sched- 
» makes use of Business Week, 
llier’s, Life, Nation’s Business, 
wsweek, The Saturday Evening 
bst, Time, United States News, 
all Street Journal, automotive 
blications and selected news- 
tpers. Copy emphasizes the criti- 
| period ahead for truck opera- 
rs, the Goodrich plan and the 
vings made possible. Ads list a 
w of the more than 300 fleets 
pw operating under the Goodrich 
e conservation program. 
Griswold - Eshleman Cempany, 
eveland, is the agency. 


lliott Taylor 
issumes Packard 
otor Sales Post 


Detroit, Oct. 17.—Elliott Taylor, 
ho resigned Sept. 30 as director 
OPA’s automobile rationing 
vision, has assumed his duties 
an assistant general sales man- 
er of Packard Motor Car Com- 
any. 
His appointment is another step 
Packard’s program in prepara- 
nm for greatly increased car vol- 
ne sales after the war. The com- 
bny recently appointed C. E. 
riggs also as an assistant general 
les manager, thus filling its two 
prewar field merchandising 
sts. Mr. Briggs formerly was 
stern regional sales manager. 
e and Mr. Taylor will assist 
W. Slack, general sales man- 
per, in attaining Packard’s aims 
ra production of 200,000 cars 
inually within 18 months after 
onverslon., 
Mr. Taylor at 32 becomes one 
the youngest executives in the 
ickard organization. His expe- 
nce includes service in the truck 
vision of International Harvester, 
neral Motors and extensive 
aveling in the field under OPA’s 
br rationing program. 


NPA Totals 690 


With the election in September 
three daily newspapers, the 
‘mdership of the American 


@ 


*Wspaper Publishers Association 
ais 690. New members are the 
pendent, Long Beach, Cal.; 
° the morning and evening 


-5ulletin, Walla Walla, 


Promotion Man 


America's largest companies 
fine opportunity immediately 
vanently for a man of un- 
ilifications. The man is in 
ilth—25 to 45—draft deferred 
>mployed in essential industry. 


is to stimulate our 300 sales- 
800 wholesalers and their 
: smen. We want experience 
ABs "g and staging sales meet- 
S contests, creating mailing 
osters and developing other 
s that give wholesalers’ 
an emotional kick in the 
e want high octane thinking 
energy—ability to get along 
iate executives in sales and 
3 departments. Preference 
men with experience in the 
ackage-goods merchandising. 
velling 

in confidence, telling all. 
sent and required salary 


5160, Advertising Age 
2nd St.. New York 18, N. Y. 
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Hill A 2 |Chemical Corporation, Philadel-;sistant merchandise manager for|end of the year. Already lined up 
To man-Shane Breyer phia. Aldens Chicago Mail Order Com-| are the Chicago Journal of Com- 
jeatiie abe orn boty ore — pany in charge of housewares, | merce, Chicago Tribune, ghee 
aGverlisiIng Manager Of 00S HFOs., i major and table appliances, bed-| Science Monitor, New York Times 
pat Moan living gay el rey yee ig ding, stoves and floor coverings. | and Wall Street Journal. 


as publicity director and fashion} correspondent of the New York 


coordinator. Sun, has joined E. I. duPont de Ansonia Launches Drive | — 
em Nemours & Co., Wilmington, Del., rey n 4, ba ge een si Bee en Phar ee 
; as assistant director of public rela-| SUOSIdlary 0 oma Hiectric Com- s 5; 
Booth Joins Beacon = P pany, New York, will begin an in. | (LMPSON-REILLY, LTD 
Lanoe E. Booth, for many years PE Ns A stitutional drive this month, using | Publishers Representatives — 
general sales manager of the soap 600-line space in seven newspap-| I 
division of Hecker Products Cor- Clausen to Aldens ers and pages in eight trade pub- | , =e ed: 
poration, New York, has been ap- George W. Clausen, formerly|lications. The campaign, handled | SAN. FRANCISCO LOS ANGELES 


pointed to the newly-created posi- | with Hibbard, Spencer, Bartlett &| by Albert Frank-Guenther Law, 
tion of general manager of Beacon | Co., Chicago, has been named as-| New York, will run through the | 


_ RUSS BLDG. GARFIELD BLDG 
See 4 2 et Ne Nid ge 


Geographical centers are not important 


in advertising, for only market centers 
count! In Oklahoma the Tulsa Trade 
Territory is the market center of the State, 
for in this area live 49.1% of all the 
people in Oklahoma. On the spotlighted 
map below, the Tulsa (Oklahoma’s No. 1 
Market) area is shown in white. In area 
No. 2 live 26.4% and in area No. 3 live 
7.8% of the people in Oklahoma, making 
a total of 83.3% of all the people in Oklahoma 
who live in areas 1, 2, and 3. 


KVOO, 50,000 watts day and night, is the 
station most of these people depend on most 
of the time. In addition KVOO blankets rich 
bonus counties in Kansas, Missouri and Arkansas. 
The black irregular circle is KVOO’s half 
millivolt line. 
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Promotes Hecker’s Flour 

Standard Milling Company, sub- 
sidiary of Best Foods, Inc., New 
York, is opening a fall - winter 
campaign in seven eastern and 
three midwestern cities with 420- 
line black and 1,000-line four- 
color rotogravure advertisements 
for Hecker’s enriched flour. Paral- 
lel campaigns for Best’s Ceresota 
and Aristos enriched flours will | 
also be developed. Arthur Kudner, 
Inc., is the agency. 


FOR POSTWAR PLANNING 


We can clip all, or typical, speci- | 
mens of advertisements and editorial | 
articles on postwar themes. Many | 
organizations are building postwar 
reference files NOW. We have back 
issue files of most business papers. 

Write for Booklet No. 20, “How Busi- 
ness Uses Clippings” that shows how 
manufacturers and their advertising 
agencies use this service. 


BACON’S CLIPPING BUREAU 
BUSINESS FARM 
PAPERS * 


GENERAL 
PAPERS MAGAZINES 


221 N LASALLE ST., CHICAGO 1, ILL. 


Sponsors on CBS 


Not Set on Shows 
for New Periods 


New York, Oct. 17.—Among the 
sponsors of CBS programs who 
are changing the time periods of 
their shows during October and 
November, Procter & Gamble 
Company, Cincinnati, and Colgate- 
Palmolive-Peet Company, Jersey 
City, still were undecided last 
week on the programs to be used. 

P&G has contracted for the 
Saturday, 8:30-8:55 p. m., EWT 
period, currently occupied by 
C-P-P’s “Inner Sanctum,” and the 
former company will be opposite 
its own “Truth or Consequences” 
program heard at the same time 
on NBC. P&G show will promote 
Lava soap, with Biow Company, 
New York, the agency in charge. 

Colgate on Nov. 22 will start a 
new half-hour show in the 
Wednesday, 9-9:30 p. m., EWT 


spot on CBS now filled with the 
Frank Sinatra show for Vimms, 
the latter moving Nov. 20 to Mon- 
day, 8:30-8:55 p. m., EWT. C-P-P 
product to be promoted is not yet 
decided. Agency is Ted Bates 
Inc., New York. 


New ‘Chesterfield Time’ 


On Oct. 17, Liggett & Myers To- 
bacco Company, New York, re- 
placed John Nesbitt’s “Passing 
Parade” with “Chesterfield: Time,” 
a new program featuring Martin 
Block as m.c., Paul Baron’s or- 
chestra, and the singing of Johnny 
Johnston and Monica Lewis. It 
is heard Tuesdays, Wednesdays 
and Thursdays, 7:15-7:30 p. m., 
EWT, on 126 CBS stations. Agency 
is Newell-Emmett Company, New 
York. 


Old Gold Places Shows 


Two half-hour programs which 
P. Lorillard Company, New York, 
announced in September (AA, 
Sept. 18) in preparation for Old 
Gold cigarets through the com- 
pany’s newly-appointed agency, 
Lennen & Mitchell, New York, 
will start Oct. 25 and 29, respec- 
tively. The program titled “Which 
Is Which,” will go on CBS 


He’s A Little Careless 


With His 


The gentleman in this picture is 
certainly all wet. Still, it’s his own 


fault. He should have more um- 


brella and do a complete 


age job. 


In markets, too, coverage must 
be complete to be satisfactory. 
And there is no way to cover Cin- 
cinnati without The Cincinnati 
Post. The Post reaches 52.3% of 
the population of metropolitan 
Cincinnati. Its a space buying 


axiom that you can’t overlook any 


50% of its market. 


cover- 
Greater 


evening 
The Post. 


The Post! 


er 


can’t cover Cincinnati 


C overage! 


medium that goes to more than 


Furthermore, a Post survey has 
shown that approximately 230,000 
Cincinnatians read no 


newspaper other than 


The Cincinnati market is one 
of the busiest and most flourish- 
ing markets in this country today. 
It is a market well worth your 


covering. But, remember you 


without 


The Cincinnati Post 


W. C. Savage, National Advertising Manager 
CELA RA TI 2, 


OHIO 


Represented by the National Advertising Department of Seripps-Howard Newspapers 


meee yy) ae re ae 
| Pages Lines Pages I 
| Canadian Home Journal.......... 9.8 37,946 61.5 
| Canadian Homes & Gardens... 33.0 22,156 32.9 
REI SF hg sue Pic Soda ae ea bhe ow alee 54.4 37,020 48.1 
CV RTE 3 hcee sess 90.4 21,606 33.7 { 
Maclean's (2 issues). 78.4 53,336 68.5 
SONS 3g awed wise ee } aie Jivgse 588 36,123 42.8 
| National Home Monthly................ . 46.1 31,374 38 
Wow World ..cecssues . 32.0 21,792 24.7 
Reve MOGSNS, EAs ies. sooo wig cee iia vee 35.7 24,250 24.5 ¢ 
ee rrr ry eee eee econ ee 6 285,603 365.0 90% 
Display, Including Poultry and Livestock in Canadian Farm Publics... 
ee a re ee errr eee 7.8 27,213 27.2 
Family Herald & Weekly Star: , 
wah) ee eer ee i 65.2 65,169 7.0 
Sy Wostern WAttion 6.6665. 56 ects cians 52.0 91,954 47.2 : 
Farm & Ranch. Review. ...5...esicscesssn 22.9 16,497 17.6 , 
*Farmer’s Advocate & Home Magazine... 48.5 33,962 37.5 4 
*Free Press Prairie Farmer............--. 44.2 48,664 36.0 ad 
*;Western Producer ... 5 abide See xe taa me wim es 24,821 19.6 r 
GN NNER 2c calc kls Slits wes os gaeee 1 SREB 268,280 242.1 


+Four issues 1944: five issues 1943. 
*September figures. 


Advertising Age, October 1944 


| OCTOBER CANADIAN MAGAZINE LINAC 


Wednesday, 9:30-10 p. m., EWT, 
and “The Comedy Theater,” will 
fill the Sunday, 10:30-11 p. m. 
EWT, spot on NBC, now filled by 
Jackie Gleason. 


Grove Goes Full NBC 


Grove Laboratories, St. Louis, 
with the recent 52-week renewal 
of “Reveille Roundup” on NBC 
Monday, Wednesday and Friday, 
8:45-9 a. m., EWT, has increased 
the number of stations from 39 to 
125. Program promotes cold tab- 
lets. Agency: Russel M. Seeds 
Company, Chicago. 


Warblers Return to MBS 


Returned to the air for its 17th 
|}season, American Bird Products, 
| Chicago, is again sponsoring 
'“American Radio Warblers,” fea- 
| turing live canary talent, on MBS, 
Sunday, 1:15-1:30 p. m., EWT. 
Agency is Weston - Barnett, Inc., 
| Chicago. 


P&G Moves Vallee 


| When the “March of Time” 
moves in November from Thurs- 
day, 10:30-11 p. m., EWT, to the 


Blue Network at a similar time 
Procter & Gamble will shift thd 
Rudy Vallee show into that tim 
slot from the current Saturday 


hE 


WE NEED. 
RIGHT NOW 
ONE SALES MANAGER 
SALARY $7500 


-.. plus Unusual Bonus and Com. 
mission arrangement. * 
It's Full Speed Ahead with the 
Revolutionary Fish CARBURETOR. 
We've been given AAI Priority and 
@ are NOW manufacturing for ci-¢ 
vilian use. Orders are pouring in. 
We need an ORGANIZER Right 
Away. 
WRITE ... WIRE 
TELEPHONE 


e@ The J. R. FISH @ 
RESEARCH & ENGINEERING CO. 


AGAWAM, MASSACHUSETTS 


Van @mps 


HOoreeerecie seereee Cha 


100 COTE = 4 HOT HE HENED OUEEIEED HHEECOIEEE HONE Gee COerrOtEEL Breet Hees 


advertisers sell more goods. 


merchandising service — dealer 
display; surveys; print and 
mailing letters, postcards, broad- 


| Full-time staff for pre-war t 
sides, ete. 


Careful attent to p 
) treatment on all copy. 


| noe? 


NATIONALLY REPRESENTED BY GEORGE A. McDEVITT CO 


Van Camp’s, like so many 
other important advertisers, 
are mighty happy with the 
business they get out of 


Manchester and its six county Primary Zones. Through copy 
in the Union-Leader they tap a great responsive market of - 
359,000 people. But particularly are they pleased with the ! 
thorough, practical merchandising services we offer to help 


tialtrade paper. Alsoab 
monthly Food News Letter co 


A well-established and influe 
e important New Hampebi 
3 Food oad i Drug trade. 


Hampshire Association of Ret» 
Grocers, aiding new uct | 
troduction, retail distributi 


| Enthusiastic cooperation of 
and masse displays. 


MMIANCHEST J 
Unron-JbBAp ah 


pant 


~~ - eS 
i 3 | é 
* ; = : 
al 
; } E 
XA et ee a “ > | | 
s Vote “Te ZS - P 3 | 
 . Pi : Mig aS al od 2 
Oe S : ¥ | be Fa y ry al ati 
i 7 WAS “a “A | \( W E R E y 
eS La aw * fe! ys wet yc on se N 
a 3 Rane a” | on, we B 
‘ ee % pe », @ oa re Pes aml | 
| OND TReRE og i 
- ee i | 
waa ccna ‘EXTRA MERCHANDISING SERVICES GET RES! LTS, 
4 — ; f 
, | 
| 3 l 
| 8 | T 
. ee er ie Ch oc eee ee @ Ore 
| Se } 
ee  . j= : | 
= > sg MISS ‘ 
, ee 8 eee 
1: B 
i ——EE 3 
Oe EEE LI | : 


194 ing Age, October 23, 1944 
944 
m., EWT. The NBC sta- 
» will remain the same. 
yromoted is Drene. H. W. 

Sons, Chicago, is the 


ns Adds 6 CBS Stations 


Nilliams Company, Glas- 
Conn., has added six CBS 
» those carrying “William 
”’ making a total of 141 
7 ets for the commentator’s 
ns wg poports, currently emanating 
Oe jand. Program is heard 
ims’ shaving cream, Sun- 
» 5:45-6 p. m., EWT. Agency 
"? woiter Thompson Company, 
bw k. 
vst Nighter’ Cancelled 


na Sales Company, Ba- 
_ which is starting “Grand 
n NBC on Nov. 4 for its 
ies (AA, Oct. 2), is cancel- 
“Birst Nighter” on Mutual 
4 25. “First Nighter,” which 
- been on various networks 
ice 1930, is one of the oldest 
amatic shows in radio. Agency 
Wallace-Ferry-Hanly Company, 
nicago. 


Vandercook for Radio Firm 


Electrical Research Labora- 
ries, Inc., (Sentinel Radio Cor- 
ration), Evanston, Ill, through 
ans Associates, Inc., will spon- 
r John W. Vandercook, NBC 
bmmentator, in a new series of 
eekly news programs starting 
ct. 21. The commentaries will 
heard Saturdays, 4:30-4:45 


1d Com. 


vith the m., CWT, on the full NBC net- 
7 ork. Contract is for 26 weeks. 
for a§@ ; 


Quaker’s Seventh Straight 


Quaker Oats Company, for Ful- 
-Pep poultry and livestock feeds, 
| sponsor the “Man on the 


iting in. 


R Right 


H * wm” program for the seventh 

bnsecutive year this fall, when 
ING CO. be program is heard on 42 spot 
JSETTS ations in all parts of the U. S. 


cept the West Coast. Agency is 
erman & Marquette, Inc., Chi- 


BO. 
Morgan’s on Yankee 


Morgan’s, Inc., operating retail 
niture stores from Boston to 
altimore, returned to the Yankee 
etwork Oct. 9 with three shows 
day originating from Station 
NAC, Boston. Morgan’s first 
enton the air in 1926. The pro- 
am will promote selected items 
t advertised in its newspaper 
lvertisements. Agency: John C. 
wd, Inc., Boston. 

Eversharp Plans 3rd Show 
Eversharp, Inc., Chicago, 
Pntly promoting its pens and pen- 
lson two network shows—‘“Take 
r Leave It” on CBS, and “Let 


ourself Go” on NBC— is planning | 


third program to start on CBS 


nany mid-November. Starring Orson 

gers, lles and titled “The People’s 
equest,”” the show will probably 

1 the scheduled Friday, 7:15-7:30 

it of m., EWT. Agency is Biow Com- 
ny, New York. 

tp Manhattan Sets CBS Show 

. When Manhattan Soap Com- 

a the ely, New York, starts its new 

help € times weekly series for Sweet- 


SULTS . $ L i 
.  MACKSON eC 
MISSISSIPPI 


Pf LOSKING SOUTH 


postwar planner is study- 

markets. Chances are he's 

the New South, where an 

easing income from new 

new agricultural develop- 

nd new oil discoveries is 

ip @ new era of prosperity. 

Jackson, located in the 

‘ rs this new land of opportu- 

‘ “dab © be found one of the 

+4 te rowing markets in the na- 

uA : kson is marching forward. 

WSLI offers you effec- 

ae rage of this stable, grow- 
3 et—at less cost. 


BL _E NETWORK 


"ERD & COMPANY 
aT L REPRESENTATIVES 


cur- | 


heart soap Nov. 20 on 28 CBS sta- 
tions, program will be of the soap 
opera type entitled “Strange Ro- 
mance of Ellen White.” Time is 
Monday through Friday, 5:15-5:30 
p. m., EWT. Agency is Duane 
Jones Company, New York. 


Dubonnet Shifts MBS Show 


Cresta Blanca Wine Company, 
Los Angeles, on Nov. 1 is shifting 
“Stop that Villain,’ heard on 64 
Mutual stations for Dubonnet 
wine from its current Wednesday 
spot 8:30-9 p. m., EWT, to 9:30- 
10 p. m., EWT, the same evening. 


Agency is Batten, Barton, Dur- 
stine & Osborn, New York. 


Order Full CBS Net 


International Silver Company, 
Meriden, Conn., and Pillsbury 
Flour Mills Company, Minneap- 
olis, have scheduled the full CBS 
network for their respective CBS 
Irograms, “The Adventures of 
Ozzie and Harriet,” and “Grand 
Central Station.” The Interna- 
tional show, heard Sunday, 6-6:30 
p. m., EWT, for Sterling and 1847 
Rogers Brothers silverplate, is 
placed through Young & Rubicam, 
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New York. The Pillsbury show is | Mix 
heard Saturday, 1-1:28 p.m. Plugs Joy Cake = 


EWT. Agency is McCann-Erick-| Joy cake mixes, prepared by 
son, Chicago. |Cramer Products Company, New 


ae | York, will be promoted in an ex- 

. ' tensive nationwide newspaper and 

American Lady to R&R | trade publication campaign, open- 

American Lady Corset Company,| ing shortly in midwestern cities. 

Detroit, has appointed Ruthrauff; Needham & Grohman, Inc., New 
& Ryan, Chicago, as its agency. York, is the agency. 


KNOWS CANADA 
GIBBONS LTD. 


foe eew Sree 
MONTREAL WINNIPEG 


“GIBBONS 


AOVERTISING 


MERCHANDISING 


TORYUANTO REGINA CALGARY EOMONTON VANCOUVER 


Little Edgar says: ‘‘It always adds up 
to WGN being the right answer 
all over the Middlewest’’ 


EASTERN 


SALES OFFICE 


: 220 E. 42nd Street, New York 17,N. Y. 


Al Clear Channel Station 


CHICAGO 11 ILLINOIS 


50,000 we eg KILOCYCLES 


MUTUAL BROADCASTING 


e PAUL H. RAYMER CO., Los Angeles 14, C 


al.; San Francisco, Coal. 
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54 
Menkes to Butler 


Maxine Menkes, formerly with 


‘Star’ Promotes Hays 
Don Hays, local display adver- 
Nelson Press Company, has joined |tising manager of the Indianapolis|ford Railroad has appointed Ped- 


To Pedlar & Ryan 


New York, New Haven & Hart- 


the copy staff of Butler Advertis-| Star, has been appointed advertis-| lar & Ryan, New York, to handle 


ing, New York. 


ing director of the paper. 


its advertising. 


With MILL & FACTORY ..» + Not a Chance 
Of Advertising To The Man Who Isn’t There! 


Here’s why... 


1. Watch this Distributor’s Salesman in ac- 


tion...and see why there’s not a chance of adver- 
tising to the “man who isn’t there” when you use 
MILL & FACTORY. Bear in mind that he’s only 
one of the 1200 salesmen of 137 selected Industrial 
Distributors building circulation for MILL & 
FACTORY. 


2. Having Carefully studied the list of key men 
in all the important plants in his territory with his 
boss, the Industrial Distributor’s salesman makes the 
most efficient cheek-back possible. He calls on every 
one of these key men — not just once in awhile, but 
regularly. Sometimes weekly, sometimes oftener! 


3. The Results: when there’s a personnel change 
...a key man quitting or being transferred to an- 
other job where he loses his specifying authority... 
the distributo.’s salesman finds out about it at once. 
Not only that — he also finds out who the new key 
man is immediately. He’s got to...to get orders! 


4. Then he promptly sends this information to 
MILL & FACTORY. It’s information that subscrip- 
tion- or canvasser-sold magazines might be 
months, even years, in getting. He relays this 
promptly because the Industrial Distributor pays 
for all copies of MILL & FACTORY — and nat- 
urally can’t afford to have it go to ex-executives. 


5. For Tracking Down who's who in industry in 
terms of specifying and buying, you just can’t beat 
the Industrial Distributor. Most topflight advertis- 
ing men know this from experience. That’s why 
they make a point of using MILL & FACTORY 
consistently — it’s their one sure way of reaching 
the men who make today’s—not yesterday’s — 


reac 
decisions! 6 «@ 


Conover-Mast Corporation, 205 East 42nd St., 
New York 17; 333 North Michigan Ave., Chicago 1; 
Leader Building, Cleveland 14. Duncan A. Scott & 
Company, West Coast Representatives, Mills Bldg., 
San Francisco 4, and Pershing Square Bldg., Los 
Angeles 13. 


A CONOVER-MAST PUBLICATION 


‘CENTRAL OHIO 


DATA ON REQUEST 


TCH - COLUMBUS, OHIO 


Tide Water Adds 3 
Eastern Stations 
for Fall Football 


New York, Oct. 18.—Following 
up its first contract with an east- 
ern station for fall football (AA, 
Oct. 2), Tide Water Associated 
Oil Company has signed with two 
additional New York outlets and 
one Boston station for coverage of 
football events. First contract was 
with WINS, New York, for Sun- 
day play-by-play descriptions of 
all games of the Brooklyn Tigers 
professional team. 

The company is sponsoring 
broadcasts of all home games by 
Columbia University from Baker 
Field, New York, on WMCA, Sat- 
urday afternoons. On WHN, New 
York, Tide Water has scheduled 
three programs—Friday and Sat- 
urday, 6:45-7 p. m., EWT, predic- 
tions of games to come, and high- 
lights of Saturday’s games; Sun- 
day, quarter-hour “Warm Up 
Time” and “Sports Extra” pro- 
grams before and after games of 
the New York Giants professional 
team, and 6:25-6:30 p. m., EWT, 
final scores. and highlights of pro 
games. 

WCOP, Boston, will carry de- 
scriptions of Boston Yankees pro- 
fessional team games for Tide Wa- 
ter. Schedules, station coverages, 
maps and posters and other pro- 
motional materials are distributed 
through all Tydol Flying “A” gas- 
oline and Veedol motor oil dealers 
in the territory. 

Agency is Lennen & Mitchell, 
New York. 


Hills Bros. Releases 
Newspaper Campaign 
Hills Bros., San Francisco, will 
use newspapers in 181 midwest 
cities, three Hawaiian, and nine 
Alaskan papers, to promote its 
coffee, featuring “the same uni- 
form quality,” with “no wartime 


change in blend or methods of 
roasting.” N. W. Ayer & Son is 
the agency. 


Advertising Age, October 


Sterling Acquires 
J. F. Ballard Stock 


Sterling Drug, Inc., N 
has acquired the stock 
F. Ballard, Inc., St. Lou 
of Campho - Phenique 
drug products. The tran: 


rs 


oP «a 
— pp 2 => 


) n 
volved payment to Ball ta 
holders of 21,000 share: Stor 
ling stock. Ballard’s 194: nin 
were $102,930, equivale: 49 “ 
per share on the Ster|] oF 
given in exchange for that day 
Ballard. 

According to James ijl! j, 
president of Sterling, ; 


turing operations will be continydllf oe) 
in St. Louis, with David whi | 
president of Ballard, remain), 
with the company. In orde } 
put into effect an expan 


d m 
chandising program, Ballard’s a Q 
staff will be merged with that ra, 
the Dr. W. B. Caldwell Comp “ 


division of Sterling, with 
quarters at Monticello, I]!.” 


Marx Succeeds Gould 


C. J. Marx will succeed ); 
Gould, recently named executiy 
vice-president and general may 
ager of the Hunter-Wilson Dj 
tilling Company, New York, #- 
manager of the central divisj 
for Frankfort Distillers Corpordii § 
tion, New York. Mr. Marx, who: 4 
headquarters will be in Chicag 
joined Frankfort in 1941 as dj { 
trict manager for Missouri. 


WANTED 
Publication Promotion 
Manager 
Leading industrial paper has imm 
diate opening for man with creatir 
ability. Able to plan and write pr 
grams, ads, promotion pieces, pre 


entations. Technical or  industrie 
background preferred. A_ positior 
(enjoying “essential rating) wit 
present and future opportunities 


post-war stability. Write brief by 
comprehensive outline of qualifice 
tions. 

Box 5170, Advertising Age, 330 W 
42nd St., New York 18, N. Y. 


a 
| 
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JUST ANOTHER ADVE RTISER 
MAKING THE DEADLINE 
AT THE UNION-STAR | | 


| 


Business is good in Schenectady today and shows every i 


dication of being better tomorrow. 


major industries, Schenectady 
point for production. 


To reach this thriving, busy populace, the Union-Star's importa 
lead in City Zone circulation has made it the number one choi 
of leading national advertisers. 


three out of every four homes. 


KELLY-SMITH CO., National Representative 


By All Standards 


Home of two of Americe 
has been and will be a foc 


Now delivered to more th 


paper 
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%, Asa matter of fact-- 


Bare 
oye - by Judge Drumwagon 


ME Adi 


1 B |a charter member of the Asso-|of the Geneva Printing Company, | 
Jon n S. ryan, | ciated Press when it was reorgan- | died here yesterday. Mr. Gracey | 


| ized in 1900. | had been with the paper since} 
Newspaper Head, — | 1898. 
i |W. J. KUECKER 

Dies at 73 | Chicago, Oct. 18.—Funeral serv- 


aw |ices were conducted today for 
iond, Va., Oct. 17.—John | witiiam J. Kuecker, 74, who 


ERNEST V. ALLEY 


West Newton, Mass., Oct. 18.— 
Ernest Vinton Alley, 64, a partner 


gow. t Bryan, publisher of the| 


ae ~~. ‘mec. | served as advertising manager of|in Alley & Richards Company, 
R chi gh 9 eae nal yp i | Popular Mechanics from 1908 until| New Yerk, died at his home here | 
D sp Tienes and Tampa Tri-| Dis retirement in 1939. He died| Oct. 15. Before opening the Bos- 
Chicago 2CMes : | Monday, shortly after his return | to ffice of the agency in 1921 
Stoofam bvune, cied here last night of pneu-/| here from his summer home " aed ith “ ne . : 
nat dironi.. He was 73. | Sly. Stieainte tanian: Win. bidver- eine Sekalekind  Cacenie te A “Market” is either a geographical entity 
" Mr. Bry ho served as presi-|,..“": *U' ace rtis Pu nee : 
_ MY P William and Mary College | tising career on newspapers in| Philadelphia. He had served as or a group of families widely scattered in 


Milwaukee, rising to the position! chairman of the New 


934 to 1942 and was chan-| England 


nu the institution at the time | f 2dvertising director of the Mil-| Council and as a member of the | well defined economic strata. 
Whi iy death, joined with the late waukee Sentinel, |executive board of the American 

rain : E 1omason, founder and pub- RE CRAE Association of Advertising Agen- | 

der her of the Chicago Times, in| *+ & MA cles, 

d mel purchasing the Tampa Tribune in, Chicago, Oct. 17.—Roderick Ed- ot); Se * 


ward MacRae, 82, who retired | Edith Greer to McCall 
eight years ago as financial adver- Edith LG f re 
'tising manager of the Chicago 1 . Greer, formerly assist- 


He became president of the 
-Dispatch in 1908, later ac- 
the News Leader, and in 


id's salgll 927. 
rime 
yuirins 


‘th heal ‘40 was named president, pub- ages Mage i after serving 35 | Te tron, ge et go gee Geographic markets are easy to cover 
| ; re. | years wi e publication, died} *+° D ’ UFR, ; ; sl P 
sher and treasurer of Both news~| Co 1g m |joined McCall Corporation, New through localized advertising media. The 

ld “Mr. Bryan served as president on Suis, special gurvine an one “strata” markets present advertising diff 
O wil, ’ , u » Special service re resen a- = 
she _[pf the American Newspaper Pub- WILLIAM A. GRACEY | tive on department store activities. Iti 
pene! ’@@iishers Association from 1926 Geneva, N. Y., Oct. 17.—William | She will also assist Mr. Pulte as culties. 
He en, through 1928, and was a director | Adolph Gracey, 78, editor of the| consultant for U. S. Treasury De- 
fond ~ f the Southern Railway, He was | Geneva Daily Times and president | partment, retail stores section. ms 
York, @ 


l divisi 
Corpora 
rx, whos 
1 Chicagd 
fl as dg 
uri, 


Roughly speaking there are 3 “strata” 
markets. (1) The families that live on 
QUALITY STREET, (2) those living on 
MAIN STREET and (3) those that live on 
the OTHER SIDE of the TRACKS. 


EL 


otion 


has imms 


i no magic cure 


write pre ; n | | a 7 a Es . P 


ces, pres 
industrid 
\  positior 
ing) with 


Futile attempts of primitive peoples to ease 
suffering and illness echo down through the 


ortunities 
brief bu 
qualifica| 


e, 330 W 
¥, 


ages. Pagan history abounds with examples of 
the belief that touching a carved image would 
restore health. 


The advertiser of QUALITY merchandise has 
a comparatively simple advertising problem. 
Why? Because the heads of the families 


that live on QUALITY STREET are readers 
of the modern newsmagazine periodicals 
such as The United States News, Time, 
Business Week, Newsweek. |» 


Today, modern therapeutics is supplanting 
the use of idols, charms and magic. And in all 
civilized countries, intelligent health measures 
are a great, activating force. 


The progressive health magazine of the Amer- 
ican Medical Association, called HYGEIA, is * 
today bringing the most advanced information 
to health-minded families everywhere. 


AS A MATTER OF FACT, these maga- 
zines — because of a basic change in living 
and reading habits — have stepped into the 
shoes formerly worn by the old line “qual- 
ity” magazines — now deceased. 


With characteristic frankness, HYGEIA’s No- 
vember issue shatters a false attitude on a 
much-neglected subject. The article entitled 
“The Irritable Husband” explains the male 
climacteric, its emotional and psychological 
symptoms, and the importance of recognizing 
them. This is but one of many enlightening 
features appearing in HYGEIA currently. * 


HYGEIA now reaches 117,000 select, influen- 
tial subscribers. And the advertiser receives 
coverage plus from more-than-a-million pa- 
tients who average 15 minutes each reading 
HYGEIA while waiting in doctors’ reception 


They are a prill that the QUALITY adver- 
tiser can utilize with great effectiveness and 
with a gratifying economy. 


rooms. 

With Health-Minded Readers, ; - * 

Others are turning this unique advertising 

: HYGEIA Clicks! potential into a good profit. We believe that : 
ce HYGE!\ prints only authentic statements in its you can too! It is difficult to imagine that there lives a 
>c editori.| and advertising pages. That’s why 117,000 | single family on QUALITY STREET that 

higher le, influential subscribers read HYGEIA | 
. ote: cu vat Sicieibil willbe, does not read at least one of the newsmaga- 
i zines which, taken together, forms this 
. e ” cohesive and precious nugget of concen- 

7 trated advertising effectiveness. 

je 
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Judge Drumwagon's column is sponsored 


and financed by The United States News. 


| NO. 3 


Ne paper 


T £ HEALTH MAGAZINE of the AMERICAN MEDICAL ASSOCIATION 


B 3 NORTH DEARBORN STREET . Cereanacgoe té, FtLineris| 
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The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
tatives Available,” 50 cents a line, minimum charge $2. Terms 
cash with order. All other classifications (single insertion rates): 
% in., $3.50; 1 to 3 in., $6.50 per inch. 


WORKERS SUBJECT TO PRIORITY REFERRALS 
MUST BE CLEARED BY THE USES OR OTHER 
AUTHORIZED CHANNELS. 


MERCHANDISER—Heavy household appliances; must be outstand- 
ing. Age imt. 40 Salary $20,000. 
MERCHAN DISER—Exp. office eqpt. 
Age imt. 40. Sal. 
MERCHAN DISER—Power boats, O.B. Motors, 
goods, etc. 
MERCHANDISER—Radio. 
ASST. 
Degree preferred. Soon advanced to S.M. Salary $10,000. 
sig 000 EDITOR—High caliber. 
15,0090. 


8 South Michigan Ave., Chicago 3 


OUR CLIENTS NEED— 


Successful red. Degree prefd. 
$7500. 

Camp eqpt., canvas 
Age lImt. 40. Salary $7500. 

M. O. exp. helpful. Salary open. 
SALES MGR.—Auto accessory mfr., must be experienced. 


Successful red. 


Mo. publication. Sal. open to 


Confidential treatment. 
Free booklet “How to Match Men and Jobs” sent upon request. 


PERSONNEL CONSULTANTS 
(Matching Men and Jobs) 
Phone Andover 3129 


Local 
national 


HELP WANTED 
ACCOUNT EXECUTIVE to join rec- 
ognized medium size Chicago Agency 


HELP WANTED 


and a | 


advertising salesman 
advertising representative 


for long-established Jewish weekly|in a new business development ca- 
printed in English. Commission | pacity. Must have Agency experi- 
basis. Inquiries will be kept in con-| ence, excellent references, good con- 
fidence. Please state experience in-| tacts and strong sales ability. Give 
cluding present position; two refer- complete information first, letter. 


ences; age; when available. teal| Our Executive Staff is familiar with 
opportunity. this advertisement. All applications 
Box 5145, ADVERTISING will be kept in strictest confidence. 


100 E. Ohio St., Chicago 11, 


ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 


20 


310 S. MICHIGAN, 


AGE 

1] Box 5032, ADVERTISING AGE 
_100 E. Ohio St., Chicago 11, Ill. 
LOCAL DISPLAY 


ADVERTISING 
MANAGER for growing daily in sub- 
urban city of 30,000; 16,000 ABC cir- 
culation. Man able to direct and in- 
spire others, as well as sell, will find 
permanent position in high class 
community. We have a live business 
section which needs, however, not a 


POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
CHICAGO 


YRS. ADV. EXPERIENCE 


high pressure worker, but one who 


Adv. Mgrs. $4-$10,000 


knows and understands the needs and 
ways of small city business men. We 
also need one more salesman to sell 
and write ads. Write fully, Floyd J. 
Miller, Daily Tribune, Royal Oak, 
Mich. 


Cosmetics or Chain Drugs 
Hardware or Machinery 


sandy Aen Advertising man with catalog expe- 
PROD. MEN OR WOMEN... to $6,000 rience for mid-west wholesale dis- 
SCRIPT WRITERS _.$3-$10,000 | tributor of appliances, housewares 
LAYOUT ARTISTS _ .$3-$6,000 and gen. merchandise. To take com- 


plete charge of catalog production 
in all its phases, incl. circulars, trade 


M. L. BARNARD 


ae ON aes ADVERTISING DIRECTOR paper copy, sales correspondence, 
_ ae 2 ete. A definite postwar job. Trite 
éé " Castle, Barton & Associates stating experience and salary ex- 

een 220 S. State Street, Chicago 4 pected to Continental Dist. Co., 82: 


N. 3rd St., Milwaukee, Wisconsin. 


HELP WANTED 


ADVERTISING 
dept. of large retail chain store or- 
ganization, located in Philadelvhia, 
desires the services of a capible, 
experienced young woman to write 
descriptive catalog copy and handle 


ady. dept. details. Unusual oppor- 
tunity. Write, giving full informa- 
tion. 

Box 5148, ADVERTISING 


AGE 

nN, ¥. 
azine. Must be thoroughly qualified 
in popular scientific fields, have thor- 


ough technical knowledge, and un- 
derstand photographic presentation. 
Brilliant opportunity with well es- 


tablished national publishing firm. 

Box 5152, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, I1l. 
ADVERTISING PRODUCTION MAN 
in construction and industrial equip- 
ment manufacturer's advertising de- 
partment. This position will rate 
as assistant advertising manager if 
the applicant has the necessary 
qualifications and experience. Tech- 
nical or engineering background 
helpful but not essential. Located 
50 miles from Chicago. Give full de- 
of age, education and expe- 
in letter with photo and state 
your salary requirements, 

Box 5165, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
WANTED 
High caliber managing editor with 
good personality, for an established 
national trade magazine, published 
in Chicago. Must be capable of 
writing simply, yet forcefully. $100 
weekly with good opportunity for 
advancement. Write fully giving 
age, experience, and send samples of 

past work if possible. 

Box 5162, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
LAYOUT ARTIST ... Here's chance 
to do quality work and make your 
own position with a growing or- 
ganization. (If you want to build 
permanence for the post-war era 
here’s a rare opportunity.) State 

salary and qualifications. 

Box 5178, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Opportunity for a Young Enthusi- 
ast as account executive in a fast 
xrowing Midwest agency. Here are 
the essential requirements: male, an 
enthusiastic worker with plenty of 
imagination, able to write sound 
sales copy, a working knowledge of 
sales promotion and merchandising. 
These are the advantages: opportu- 
nities galore, a substantial client 
list, exceptional living conditions in 
a moderate size city, $5,000 base 
salary, bonus, and no ceiling on the 
future. Give all details of experi- 
ence in first letter. Personal inter- 
views will be arranged in Chicago. 
Box 5173, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


tails 
rience 


ASSISTANT — Ady. 


ADVERTISING & PUBLISHING 
ALL Types of Positions 
Placements anywhere in the 
United States 
GEORGE WILLIAMS—Personnel 
209 S. State St. Har. 2063, Chicago 
ADVERTISING LAYOUT MAN 
Hard hitting layout artist who likes 
to work with stimulating ideas and, 
produce modern working ads for na- 
tional advertising agency. We under- 
stand your problems and you will 
have every facility with which to 

work at peak efficiency. 

Box 5168, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
POSITIONS WANTED 
New York City public relations rep- 
resentation by young, energetic 
head of pub. rel. dept. of national 
organization available from Oct. 30 
to Nov. 10. Will do contact work, 
specific publicity assignments, ete., 

on fee basis. 
Box 5186, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Sales Letter Specialist Available 
One Letter or a Campaign! 
Box 5176, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Compelling Copy 
by Experienced Adv. Mgr. 
Adv. Megr.’s job for large company 
takes all my daytime hours... but 
you can have my evenings. Will 
write copy and advise on advertis- 
ing program for one N. Y. or N. J. 
client. Ten years top experience in 
consumer, trade, and industrial ad- 
vertising. 
Box 5167, 
100 E. 


ADVERTISING 
Ohio St., Chicago 

COPY CUB WHIZ 

Versatile, creative Ad Girl. M. 
Topnotch - advertising, marketing, 
research. Excellent ad experience. 
Seeks copywriting position. 

Box 5164, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
SITUATION WANTED — As copy 
advertising agency, by 


AGE 
11, 11. 


B. A. 


writer with 
young woman with some secretarial 
experience. Not an expert but with 


flair for it. Attended NW. U. ad- 
vertising and journalism school. 
Anxious to connect with company 


having patience enough to help de- 
velop young ambitious person. 
30x 5175, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL 
DO YOU NEED AN ASSISTANT in 
your production department? Young 
man, industrious worker, systematic 
organizer, and versatile in planning 
promotional activity, desires more 
experience in advertising produc- 
tion. He's already experienced in 
writing technical ads, helping to 
edit and produce house and sales 
organs for an industrial company. 
Box 5185, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


» Outstanding young sales 


Advertising Age, October 


POSITIONS WANTE; 


ART DIRECTOR WITH ; 

8 yrs. topflight agency 
offers fresh slant on nati: 
posters, package design. ¢ 
Box 5171, ADVERTISING 
100 E. Ohio St., Chicago 1] 
INDUSTRIAL SPACE SAI; 
FOR CANADA AVAILA! 


ex 


Highly skilled, 
industrial advertising spa: 
man seeks contact with A 
publisher wanting man for 
Familiar with country ,; 
coast, able to properly appr. 
sell top men in industry ; 
turers, wholesalers, cons 
machine shop crafts, loggi; 
bering, importers, export, 
your space is surely saleab|; 
ada and your reputation ji 


best, write 
ADVERTISING 


matured, s 


Box 5177, 
100 FE. Ohio St., Chicago 


ADVERTISING AGENCIES 
one of your clients needs t} 
ex t 
Controls substantial busines * 
tomotive, Hardware, Mill Su; 
Paint Field. Interested in q 
Sales and Advertising for ey 
medium sized manufacture: 
tainer basis, plus bonus, 
Box 5099, ADVERTISING 
330 W. 42nd St., New York 1k. Nx 
REPRESENTATIVES AVAII. ABLE 
Representatives available—fo; .).. 
ering the Philadelphia-Baltimore. 
Trenton area for an industria publi. 
cation. Thoroughly trained with in- 
timate knowledge of the territory 
industrial accounts and advertising 
agencies, from contacts built up over 
many years. Interested only jp 
straight commission arrangement 
Box 5146, ADVERTISING AGRE 
100 E. Ohio St., Chicago 11, 1)! 


MISCELLANEOUS 
COPY 

by Karat Weight or Carload? 

*What do you want yoy 
text, in publications or by mail. : 
do? Should it sparkle with the rac 
ance of a fine gem? Should it quiet 
reflect to your product (or servic 


an aura of historical significance: 
Or must your text vibrate with t 
commercial savvy that instant 


compels ownership desire and forc: 
fully translates the impulse into r 
turned coupons or increased sales 
Try my technique once. You ma 
want to use it often. Not an agen 
but a copy specialist, fortified by ; 
quarter-century of experience ir 
creating the unusual for agencies 
publishers, the professions, bankers 


realtors, industries, retailers. Non 
competitive clients only. Fee basis 
What is your problem? Telephon: 
(MElrose 2151) or write or wire 
ARTHUR RUPPERT, 3937 Regen 
Ave., Norwood 12, Ohio. 
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BIGGEST EVER... 


. This is just o little’ sample of the many things made in Tulsa and the RIGHT 
side of Oklahoma . . . things that put close to HALF-A-BILLION dollars every 
year into pay envelopes. Dollars which are spent for products ... such as 


YOURS! 


This huge refinery tower mode by Tulsa Boiler & Machinery 
Co., is the largest ever shipped in one piece. You can get 


a fair idea of its size by 


comparing it with the locomotive 


and men in the picture. It weighs 250 tons, is 13 ft. 51% 
inches in diemeter, and is 149 f. 2 inches tong. 


Get YOUR advertising on the RIGHT side of Oklahome ... in the newspapers 
read by 43% of all the families . . . and at only ONE LOW COST TO YOUR- 


SELF... IT PAYS! 


THE RIGHT sipe FoR YOUR ADVERTISING! 


Oil 


TULSA WORLD 


CAPITAL 


TULSA TRIBUNE 


REPRESENTED NATIONALLY 


NEWSPAPERS 


BY @ THE SRANHAM CO. 
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1944 HB Adv 


~BDMAA Announces 
HSS Awards; Gives 
«MPlaque to Celotex 


Ne. York, Oct. 20.—Fifty-five 
and int and 38 honorable men- 
° f. on the annual Direct Mail 
sing Association contest 
_ tf ore unounced today at the one- 
«By MAA clinic by Edward J. 
“BB -ch:, advertising manager of the 
department, E. I. du Pont 
» Nemours & Co., Arlington, N. J. 
hie ean In naking the awards, Mr. 


xecutiy %chin reported an all-time high 
ss in Au , this year’s entries. “The qual- 
1 atl ty of the entries was particularly 
evers Mi utstanding,” he said, “necessitat- 
! Re. ig t awarding of 55 ‘Leader’ 
+ AGI ertificates, five more than ever 
18, Ny warded at any previous DMAA | 
< Linc 
an Special feature of the awards | 
altimoy vas the presentation of a plaque | 
ial pul . Celotex Corporation, Chicago, | 
hee or “The Best Servicemen’s Bul- | 
vertisingmmetin,” by Howard Korman, presi- 
It up overfient of the DMAA, and manager 
‘bpd nf™/{ merchandising and sales pro- 
| AGE fggmotion, McCann - Erickson, New | 
11, Il York. 
To Be Exhibited 
ad? The 55 winning entries will be | 
ant yo xhibited during the coming year | 
mail, » Mat advertising clubs and by graphic | 
ogee arts groups throughout the coun- | 
service AEtry, after which they will be made | 
nificance’ fMMa permanent part of various edu- 
imetant cational institutions for reference | 
nd force EpUrposes. 
e into r Mr. Pechin was chairman of the | 
ed sales Mipoard of judges, while E. D. Mad- | 
You ma p .: . | 
n agency Mmcen, vice-president, McCann - | 
ified by afmErickson, New York, served as | 
ee f. chairman of the contest. 


“bankers In addition to Celotex Corpora- | 
“rs. Non-g™uon, the direct mail leaders for 
J 891944 include: Abbott Laboratories; 
imerican Chain & Cable Com- 
7 Regent¥pany; American Enka Corpora- | 
on; Beardsley & Piper Company; 
Beech Aircraft Corporation; Bor- | 
en’s Farm Products; Cating Rope | 
Works; Consolidated Edison Sys- | 
tem Companies; Copper & Brass | 
Research Association; Crosley 
‘orporation; Detroit Edison Com- 
any; Dravo Corporation; Eagle- 
Picher Sales Company; Eastern 
tates Farmers’ Exchange; 
General Motors Corporation 
(Oldsmobile and Pontiac divi- 
ms); B. F. Goodrich Company; | 
ulf Oil Corporation; Hart Schaff- 
mer & Marx; Hecht Company; | 
Household Finance Corporation; | 
industrial Tape Corporation; 
Lane- Wells Company; Libbey- | 
wens-Ford Glass Company; Lu-| 
ens Steel Company; Marketing; 
Mayflower Hotel; Metallizing En- 
Bineering Company; John Morrell 
; Co.; Mutual Life Insurance 
ompany of New York; Nash- 
Kelvinator Corporation (Kelvina- | 
lor division); National Breweries 
Ltd.; NBC; North American Avia- 
Lon: 


Phoenix Listed 
Phoenix Metal Cap Company; | 

; relormed Wire Rope Information | 
ureau; Raybestos-Manhattan Inc. | 


%. | 
WE NEED AN EDITOR | 
Established and leading Eastern 
industrial business publication 
neecs an editor with engineering 
back sround. | 
E ellent opportunity for a man 
who can write himself, also edit 
the  anuscripts of others. Prefer 
one ‘aving had previous editorial 
®*p ence. However, an engi- 
nee who can write and whose 
8m ion it is to become an edi- 
‘or will be carefully considered. 
Pe opportunity for a really 
° e fellow. 
ails should include age, edu- 
experience, salary range, 
év rility, ete. Write fully. 
Bo: 5169, Advertising Age, 330 
"2nd St., New York 18, N. Y. 


ising Age, October 23, 1944 


(raybestos division); Republic 
Steel Corporation; The Saturday 
Evening Post; F & M Schaefer 
Brewing Company; Sharp & 
Dohme (pharmaceuticals and bio- 
logicals divisions); Shell Oil Com- 
pany; L. Sonneborn Sons; Spartan 
Saw Works; Standard Oil Com- 
pany of New Jersey; Sun Oil Com- 
pany; Telautograph Corporation; 
Union Fork & Hoe Company; U. S. 
Machine Corporation; Vanity Fair 
Mills; William R. Warner & Co.; 
Zenith Radio Corporation. 

Mr. Korman was reelected presi- 
dent at the annual business meet- 
ing held last night. Also reelected 
were Edward N. Mayer Jr., presi- 
dent, James Gray, Inc., as vice- 
president and Donald Macaulay of 
S. D. Warren Company, New York, 
as secretary-treasurer. Raydon M. 


Night, was elected Canadian vice- 


| president. 


j}one time 
,;manager for the division. 


Persons Promoted 


Ralph C. Persons, special rep- 
resentative for George H. Morrill 
Company, division of General 
Printing Ink Corporation, New 
York, has been named sales man- 
ager of the company. 


Moore Leaves Blue 
Tracy Moore, sales manager of 
the Blue Network’s western divi- 


sion, has resigned effective Nov. 1. | 


His successor has not yet been 
appointed. 


Sowersby to G-E 

Philip C. Sowersby, formerly 
lighting sales engineer in Detroit, 
has joined General Electric Com- 


Lie Pe 
= 


Gilligan Appointed 
Philco Ad Manager 


Jonn F. Gilligan, manager of the 
prior.ties, division of Philco Cor- 
poration, Philadelphia, since 1941, 
has been ap- 
pointed adver- 
tising manager 
of the company, 
it has been an- 


57 


later appointed manager of the 
specialty division and _ directed 
sales promotion activities of Philco 
radio-phonographs and farmradio 
receivers. 


600 MILLIONS 
annually for POST-WAR 


nounced by 


mine, vice- 
president. 

Mr. Gilligan |} 
joined Philco} 
Corporation in| 


1922 and in| 


J. F. Gilligan 1931 became 


assistant to the| | 
|pany as sales promotion manager | general sales manager. 
Barbour of the Toronto Saturday | 


At that 


of the lamp division. He was at|time he also organized the com- 


assistant 


advertising | pany’s statistical and market re- 


| search section. Mr. Gilligan was 


James H. al ‘ 


PUBLIC BUILDINGS 
99% controlled by 


Beebe ARCHITECTURAL MEN 


Moral .. USE 
WaT At he 


ae 


it 


aoe 
2 


Pencil Points. 


} 


| 
The Magoxine of Architecture 
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Solving a “Retailer Problem” 


EDITORIAL EXCELLENCE = 


No glittering generalities, here. In Electrical 
Merchandising, the adequate use of pictures— 
the modern strip technique—the authoritative 


DEALER & SON 
Electrical Appliances 


aturing 
- Your 
PUA! Plroduct 


a 
—%, 


Retailers prefer Electrical Mer- 
chandising by the impressive 
ratio of over 7 to One! 


contributors—do a definite job for readers and 


advertisers. 


The pages above were based on recent field 
surveys of electric dishwasher users and con- 
tained such valuable findings that manufac- 
turers include them in their planning files— 
and salesmen in their kits. Similar jobs have 
been — and are still being — done on electric 
clothes-driers and other promising postwar 


appliances. 


and THE ANSWER is | 


Electrical Merchandising’s 25,000 circulation covers all types of 
retailers who sold electrical appliances and radios in volume. They 
will help build your postwar prosperity, if you show them—NOW 
—how they will share in it. 

_.. And show them in Electrical Merchandising—their choice by 
7 to One—and your logical choice for reaching those it will pay 


you to reach! 


ELECTRICAL MERCHANDISING _ |; 


When, during a recent survey, 
they were asked: “What elec- 
trical appliance trade publica- 
tion do you read and find most 
useful?” it was Electrical Mer- 
chandising by 7 to One! Such 
overwhelming preference spells 
RESULTS for advertisers. 


READER INTEREST = RESULTS FOR YOU 


Whether your product is ready 
to “shoot’”’—or if you must build 
and hold retailer organization 
until you can “shoot”—RE- 
SULTFUL advertising is essen- 
tial. If your goods and your 
story are right, Electrical Mer- 
chandising supplies the remain- 
ing all-important ingredient—a 
big, live, interested audience— 


of the right kind. 


» 


ELECTRICAL | 
MERCH! ‘SING 


2 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 18 
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G-E Surgical Plan 
May Set Pattern 
for Foreign Trade 


(Continued from Page 1) 


cal equipment business, 35 Ameri- | 
can manufacturers have appointed | 
the new organization as their ex- 
clusive distributor all over the 
world, except for the United States 
and Canada. Included in these 
companies are American Sterilizer, 
MacAlaster - Bicknell, MacGregor 
Instrument, DePuy Mfg.; McKes- 
son Appliance, C. R. Bard, and 
numerous others well known in 
surgical and hospital circles. 
None of these companies _is| 
affiliated with G-E in this country, | 


|and establishment of the G-E com-| sistent reports in medical and hos- 
| pany to represent a complete line | pital 
‘of surgical appliance and equip-| which is also an important factor 
'ment organizations in the export/in the production of X-ray ma- 


circles that Westinghouse, 


field indicates a possible pattern|chinery, is also planning develop- 


/to be followed by American ex-| ment of an organization in the ex- 


porters in other fields, who may| port field which will give it rep- 


ike in foreign markets, but who 
conceivably can band together to} 
provide effective sales representa- 
tion all over the world. 

Development of this type of 
operation in the medical field is 
said to be particularly significant, 
since much of this field has long 
been dominated by European 
manufacturers, and especially 
German firms. 

Although no announcement has 
been made, there have been per- 


pete as vigorously as they would | 
| 


You can sell today’s most responsive market 
—and influence tomorrow’s markets—by ad- 
vertising to the 2,000,000 high school students 
who read and study Scholastic Magazines. 


SCHOLASTIC MAGAZINES 


WITH: lh FIRST IMPRESSIONS LAST 


220 E. 42nd Street, New York 17, N, Y. 


| 


|not individually be able to com-| resentation of a complete line of 


medical, surgical and _ hospital 


equipment. 


Plugs Pretzel Nuts 


Pretzel Nuts, product of Pop- 
corn Service Company, New York, 
will be promoted, through news- 
papers and magazines using its 
new slogan, “Pretzels Go Nuts.” 
Frank Kiernan & Co., New York, 
is the agency, with Samuel D. 
Mallin as account executive. 


IRC Appoints Baggs 

Robert N. Baggs, formerly ad- 
vertising and _ sales promotion 
manager of the tube division of 
Radio Corporation of America, has 
been appointed manager of the 
merchandising division of Interna- 
tional Resistance Company, Phila- 
delphia, manufacturer of electrical 
resistance units and volume con- 
trols for radios. 


ARF to Conduct 
Readership Study 
for Farm Papers 


Chicago, Oct. 19.—As soon as 
war conditions permit, the Adver- 


launch a full-scale continuing 
readership study of farm publica- 
tions, members of the Agricultural 
Publishers Association disclosed at 
their meeting here this week. 

Pilot surveys now are being 
conducted by the foundation, 
which is sponsored by the Asso- 
ciation of National Advertisers 
and the Four A’s. The complete 
study, similar to the research con- 
ducted for newspapers during the 
| past five years, will be inaugu- 
rated as soon as possible, the APA 
said. It will be the first of its kind 
in the history of the farm press. 

Pacific Rural Press, San Fran- 
cisco, has been admitted to APA 
membership, it was announced, 
raising the association roll to a 
total of 35 of the 38 ABC-member 
publications in the country. 


Award to Seyfarth 


A special association award was 
made to A. C. Seyfarth, manager 
of the consumer relations depart- 
ment of International Harvester 
Company, Chicago. Mr. Seyfarth 
sparked the farm opinion survey 
which resulted in a_ highly-suc- 
cessful presentation last year of 
“What the Farmer Thinks of Busi- 
ness.”’ Under direction of Mr. Sey- 


farth, who is also chairman of the | 
ANA’s agricultural committee, a/| 
|second survey. is to be released 
next month, continuing some of | 


the questions brought up in the 
initial study and adding several 


Charles E. Sweet, Capper Pub- 


Advertising Age, October 2° j94, 


tising Research Foundation will’ 


Wac Recruiter 
‘Sells’ Railroad 
on Ad Appeals 


Omaha, Neb., Oct. 17.—T._. sey. 
|ing jobs culminated in a. peciy) 
| Wac Medical Corps recruit ap. 
peal which Union Pacific } oad 
officials said this week alr. ay ;. 
| producing gratifying resu] 

| Lt. Betty Taylor, enga a 
/Wac recruiting publicity, po oye. 
| the first sale when she won °y ap. 
/pointment with W. M. | effex 
| president of the Union Paciiic an, 
former national rubber directa 


Lt. Betty Taylor 


and convinced him that the rail- 
road would be doing a_ worth 
deed by supporting the Wac caus 
through advertising. Alarmed ove 
|the fact that undue optimisn 
| about the war’s end had slowed uy 


History Will Repeat! 


As the automobile industry goes, 
so go Michigan employment, pay- 
rolls and purchasing power! And 
all signs point to the greatest sus- 
tained postwar demand for new 
cars that the ‘“‘Automobile State’’ 


has ever known! 


History will repeat. 


doubt about it. Michigan will 


efforts in eight of your most im- 
portant Michigan markets with 
Booth newspaper schedules. Total 
circulation, over three hundred 
thousand copies daily! 


Even today, under wartime diffi- 


culties, you can advertise in Booth 


There’s no 


again pace the nation in postwar 


industrial activity and purchasing 
power, just as it did after the First 


World War. 


Michigan Newspapers with a mini- 
mum of schedule restrictions. 


For more information on Booth Markets, ask 


Dan A. Carroll, 110 East 42nd Street, 


New York City 17 
John E. Lutz, 435 N. Michigan Avenue, 


Support your postwar sales 


Chicago 11 


NEWSPAPER 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


| 
| new subjects. 


lications, Topeka, Kan., was re- 
|elected president of the agricul- 
| tural publishers’ group for the 
fifth consecutive year. Others re- 
elected include Glenn Buck, Ne- 
braska Farmer, vice - president; 


| Leslie Watt, Poultry Tribune, sec- | 


|retary; and Neff Laing, Pennsyl- 
|vania Farmer, treasurer. Lloyd 
| Burlingham continues as execu- 
| tive secretary. 


| ea 
‘Ruppel, Howey Named 
‘Hearst Executives 

| Capt. Louis Ruppel, recently re- 


|leased from active duty in the 
| Marine Corps, and former assist- 
ant to the president of Crowell- 
Collier Publishing Company, New 
York, has been appointed execu- 
tive editor of the Chicago Herald- 
American, effective Nov. 1. The 
general management of the Hearst 
Newspapers also announced that 
Walter Howey, supervising editor 
,of the Hearst papers, has been 
'named, in addition to his present 
| duties, special assistant to William 
|Randolph Hearst, editor-in-chief. 
| Starting his newspaper experi- 
|ence in 1922 on the New York 
| American, Capt. Ruppel worked 
|on various New York papers and 
‘in 1935 became managing editor 
| of the Chicago Times. Resigning 
_ that position in 1938, he joined 
;CBS as publicity director, four 
years later moving to Crowell- 
Collier. Commissioned a Marine 
lieutenant in 1943, Capt. Ruppel 
saw action in the Marshall Islands, 
and since May of this year has 
been in Washington with the divi- 
sion of aviation of the Marines. 


‘BBB Revises Standards 
of War Goods Ad Guide 


Revised copies of the ‘“‘Guide for 
the Advertising and Selling of 
Government War Goods” have 
been adopted as official by the 
board of governors of the National 
Association of Better Business Bu- 
reaus. Standards are simplified in 
the revised form. 

Principal change concerns the 
section on disclosure. Under the 
revised section, it will not be 
necessary to identify surplus war 
merchandise as government war 
goods when it is identical in form, 


content and packaging with mer-| 


chandise made for civilian use. 


The guide covers such points as! 


trade styles, use of terms such as 
“Army” and “Navy,” “official” or 
“regulation,” price camparisons, 
government guarantees and alter- 
ations. 


|Wac enlistments, she pointe 


that the present need for enrollees 


is greater than ever because 


|/number of wounded men now re- 
turning from battlefronts who re- 
quire the help of the Wac medical 


technicians. 

After the Union Pacific < 
|to support the drive, it to 
/combined efforts of the roa 
its agency, The Caples Con 
|to convince the attractive 
{lieutenant that her phot 


should be reproduced in the ads 


as a typical representative 
Wacs. She insisted she 
| photogenic. 

One of the 1,050-line ad 
tures a picture of the youn 


»>d out 


of the 


greed 
ok the 
d and 
Npany 
young 
grap 


of the 
wasn't 


s fea- 
g Wa 


/recruiter, with the headline 
|“There’s more to a Wac than a 
uniform.” Another is illustrated 
| with a smaller cut of Lieutenant 
' Taylor in the coupon at the bottom 
lof the copy. To the Wacs’ own 
message, the sponsor adds this ap- 
| peal: “For many months after vic- 
|tory, the servicemen whom Unio 
| Pacific has transported to camps 
|}and ports will be coming back t 
/us—many in hospital cars. That 
|is the price of peace. You car 
lighten their burden by joining 


i'the Wac Medical Corps. I! you 
|are between 20 and 49 years old 
‘and an American citizen, won't 
|you mail the coupon—or juire 


|in person—now!” 

| The Wac copy was schedu'ed In 
| Chicago, Washington, D. C. and 
12 other metropolitan cen In 
the western territory servo °% 
Union Pacific, using 36 news: «pels 
in all. 


Three Appoint Sullivan 
Eagle Tribune Newspape: ane 
—z WLAW, Lawrence, |'45>. 
and Timothy Smith Depa: né! 
| store, Roxbury, Mass., ha ap- 
pointed Daniel F. Sulliva: m- 
| pany, Boston, to direct advé ng 


| . . 
Directs WLS Promoti« 
Don Finlayson, formerl) 
ant sales promotion and '‘ re 
manager of Station WLS, ‘ 16”. 
has been promoted to dirt 
sales promotion and resea! re- 
placing Don E. Kelley, wh: € 
Nov. 1 to join Station WB! 


Available Soon 


COPYWRITER 


Extensive drug and radio experien 
leading 4A agencies. Excellent 2! ot: 
background in these fields. Outst ’ 
personal qualifications. Box 5168 
tising Age, 330 W. 42nd St., Ne» 
18, N. Y. 
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s 
| 
on 7 ymers Union ‘out that the words “obscene, lewd, | their lives or health might depend. | 


|lascivious and filthy,” describing |The opinion made clear, however, | 
| Congress’ opinion of the materials| that this ruling does not change 


ling May Affect 
Esquire Battle 


wash igton, Oct. 19.—A Court 
\pp-als decision blasting Post- 
ater “General Frank C. Walker 
» ur maginative interpretation 
‘igw: defining mailable matter 
cau. ng considerable dismay 
yong government attorneys who 
ft ha dling a somewhat similar 
-o jnvolving the right of Esquire 
,gazine to be mailed at second 
ss rates. 
/ the moment, legal experts of 
th the Post Office and Depart- 
nt of Justice are deciding 
sether to appeal the ruling in 
ich the court restored the right 
k Consumers Union to send a 
:mphiet on contraceptives 
ough the mail, a right which 
ry, Walker had denied because he 
d that the postal laws clearly 
hibited him from transmitting 
by material promoting or de- 
‘ibing such devices. 

The government’s legal experts 
the moment are playing down 
e significance of the Consumers 
hion ruling, but they grudgingly 
imit that the court may have 
ven Esquire attorney’ Bruce | 
romley encouragement in_his| 
‘tion to prove that the depart- | 
ent is arbitrary and discrimina- 
ry in taking away the publica-| 
ns right to low rate mail privi- | 
ges. 

Upholds His Authority 

In the Esquire case, the govern- | 
ent had argued successfully in) 
e lower court that the Postmas- | 
General retains full authority | 
determine which publications | 
eet the standards established by | 
ress to qualify for second | 
as rates. Though Esquire in- 
sed that such rulings must be 
ned on ample evidence, the court | 
led that Mr. Walker had carte | 
anche to decide which publica- | 
ns meet second class require- | 
ents and which should pay the) 
ll fourth class rates. Similarly, 
» lower court held that Mr. | 
alker was free, in the Consumers | 
mion case, to decide what matter | 
as mailable. 

The Court of Appeals, however, 

unwilling to concede that 

uch power in deciding the Con- 
mers Union case, insisting in-| 
ead that the Postmaster General 
eet certain standards in enforc- 
g the law. For one thing, the 
burt found that his opinions must 
jt be discriminatory. Again, the 
burt said it believed his ruling 
ould reflect a reasonable inter- 
tation of the law. 

That standards should be im- 
sed by the Court of Appeals | 
me as considerable shock to 
st Office lawyers, whose total | 
se against Esquire consisted of 
tifying that 11 issues of the 
agazine containing material 
hich they said violated the law, 
« gone through the mail. Dur- 
§ the weeks of hearings which 
fceded a ruling depriving the 
Nication of second class rights, | 
explanation of why such mate- | 
a! Violated the law, or any other | 
“cation of Mr. Walker’s stand- | 
' introduced. | 


| 
| 


fal 


In Agreement on Ban 


ng the Postmaster Gen- | 
ceedings against Con-| 
Inion, the court agreed 
law banned from the 
terial promoting contra- | 


y to the Postmaster Gen- | 


‘ales Promotion Manager 
«), /anted by Large New York 
osmetic Manufacturer 


e and creative ability in 
iy and point of sale ad 


ssential Originality in 
pment of packaging and 
romotion is important 
w printing and engrav- 
ndid opportunity for the 
1 of intelligent person 
young Starting salary 


Please give full de- 
St letter 
59, Advertising Age 
1St., New York 18, N, ¥ 


eral’s wishes, however, the court | 
went behind the statute to point 


it banned, could not be applied to | 
the Consumers Union pamphlet 
“which shows a style of treatment 
very similar to an article on the 
same subject which appeared in 
the American Medical Journal,” 
and which is distributed only to a 
limited number of members of 
Consumers Union who certify that 
they seek the information at the 
advice of a physician. 

“All laws should receive a sen- 
sible construction,” the court com- 
mented. “Congress did not intend 
to exclude from the mails properly 
prepared information intended for 
properly qualified people.” 

The court pointed out that in 
barring this material from the} 
mail, the Postmaster General was | 


in the absurd position of depriving 
people of information on which 


the status of general advertising 


or promotion material for contra- | 


ceptives. 
Sees Discrimination 


Of particular interest in the 
Consumers Union case was the 
court’s reference to its belief that 
the Postmaster General enacted a 
gross discrimination against that 
organization by barring its report 
from the mail, while permitting 
copies of Reader’s Digest and For- 
tune magazine containing similar 
information, to be delivered. 

The discrimination argument 
has been heard in the Esquire case, 
too, but in the past government 
attorneys have denied they are 


under responsibility to act against | 


|of that explanation. 


all similar parties. During the 
defense of their action on Con- 
sumers Union, they explained de- 
livery of Reader’s Digest and For- 
tune as an “oversight.” 

Perhaps indicative of its mood, 
the appeals court would have none 
“The other 
Magazines are of wide circulation: 
they would have been called to the 
attention of the Postmaster Gen- 
eral more quickly than this little 
pamphlet issued to a select clien- 
tele. The action in this case con- 
stituted a clear’ discrimination 
against the appellant’s pamphlet 
in favor of others.” 


Issues New Diesel Book 
Diesel Publications, New York, 
publisher of Marine Diesel Hand- 
book and Diesel Engineering 
Handbook, will shortly publish a 
limited edition of Diesel-Electric 


59 


| Locomotive, dealing with the his- 
|tory and technical aspects of rail- 
| way Dieselization. Advertising will 
be carried at the rate of $150 per 
page. 


“DOLLAR FOR DOLLAR NEW JERSEY’S BEST RADIO BUY” | 


Vow! Ct Ale 7c 


WAAT delivers 


.M. 


more listeners per dollar 

in America’s 4~ Largest Market 

than any other station — 
including 


all 50,000 watters! 


>, G 


\\ 
SMART BUYERS 


*See Latest Surveys! Check Availabilities! 


National Representatives: Radio Advertising Co. 


Do you realize this market contains over 3% million people; 
more than these 14 cities combined:— Kansas City, Indianapolis, 
Rochester, Denver, Atlanta, Dallas, Toledo, Omaha, Syracuse, 
Richmond, Hartford, Des Moines, Spokane, Fort Wayne. 
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Food Chains Look 
to Expansion of 
WANTED: A MAN WHO KNOWS | Postwar Business 
. (Continued from Page 1) 
up as one in which nothing but 
ADVERTISING AND RETAILING | #0220 sida" 
which clerks disappear completely. 
‘Butcher’ On Way Out 
Large metropolitan newspaper has opening for a man who has With the aid of quick freezing, 
had experience in retail operation (preferably specialty shops) fruits and vegetables are likely*to 
‘ ‘ , A come out of the perishable and | 
and more experience on the creative side of advertising than service class very largely, and the | 
the average big-city space salesman. Must be able to act as food store operators want the meat 
tant ¢ tail d bp es ent taff devisi d packers to carry the ball in.the 
consultant to retailers and work with sales staff devising an same direction, removing the 
producing plans and campgigns for specialty stores. butcher’s thumb and his person- 
ality entirely from the transaction. 
We can offer the right man attractive starting salary and the If the chain store operators have 
: ‘ wa : : | their way (and they probably will 
opportunity to go as far as his ability will carry him. | not meet too much opposition from | 
| packers) meat will come to the re- 
If you qualify, send complete information about yourself, in tail store under the processor’s | 
confidence, to Box 5187, Advertising Age. (Our staff knows of label and quality guarantee, and 
: the busy housewife will merely | 
this ad.) | pick up the cuts she wants, with- 
|}out the necessity for indulging in 
any chitchat with a man in a white 
| apron. 

In fact, one gathers that the 
* * 


el’s break down and confess... 


WE COVER THE INDUSTRIAL PLANTS! 


In fact, we specialize at it! Not only does KGER have full, intensive 


coverage of the Los Angeles-Long Beach area where one of the na- 


tion's greatest industrial concentrations is located . . . but KGER de- 


signs its programs specifically for the enjoyment of the men and women 


who work in these industrial plants! 


Now that we've let you in on the most important secret of KGER's re- 


markable selling success, we may as well tell you some more: KGER's 


rates are among the lowest of all Southern California stations! 


As “THE PEOPLE'S STATION” 


_ 
a \ 


‘LOS ANGELES 
ve 
LONG BEACH 


+e 


5,000 WATTS, DAY AND NIGHT 


OWNED AND OPERATED BY MERWIN DOBYNS 


REPRESENTED NATIONALLY BY SPOT SALES, INC.,. NEW YORK ® CHICAGO ®@ SAN FRANCISCO @ LOS ANGELES 


'delegates asserted, incidentally 


ideal postwar chain grocery store | 
will consist largely of lines of | 
open -front refrigerators, into} 
which eager consumers will dip| 
their hands without even having | 
to slide open a cover. C. V. Hill| 
& Co., Hussman and other ee, | 
mercial refrigerator makers dem- 
onstrated the new open-front self- | 
service models at the convention, 
explaining to interested spectators 
that the new cases are so con- 
structed that cold air circulates 
under the open displays, while a 
partially built up glass front keeps 
warm air out, without interfering 
with the profitable movement of 
the customer’s arm. 

An eye-catcher in the refrigera- 
tor display exhibit was that of 
McCray Refrigerator Company, 
which showed elaborate photos of 
self - service, quick-frozen cases 
that will grace the aisles of food 
stores shortly. These low-temper- 
ature cases have glass fronts that 
must be opened, but they are far 
different and easier to shop than 
the older type of floor box used 
for quick frozen foods. And to 
complete the picture, Deepfreeze 
was on hand with a display of its 
units. 

In spite of tremendous expan- 
sion in the frozen food line, canned 
goods will continue to be the 
mainstay of the grocery business, 


giving dehydration the brush-off 
with the assertion that it will not 
be popular, especially among 
urban customers. 

In between three days of busy 
sessions, the food chain operators 
looked at the refrigerator displays 
and at scale models of model food 
warehouses, developed by Chain 
Store Age at the association’s sug- | 
gestion. They also sampled Cali- 
fornia Orange Base, a new canned 
concentrated orange juice product 
which, when mixed with water, ap- | 
parently comes closer to an orange | 
juice flavor than anything has | 
done previously. The new product | 
is packed by Southern California | 
Citrus Fruits, an affiliate of Mu- 
tual Orange Distributors, Red-| 
lands, Cal. 


Don Layman Named 


Don Layman, for the past eight 
years with the trade paper divi-| 
sion of Reuben H. Donnelley Cor- | 
poration, New York, will join | 
Scholastic Magazines, New York, | 
Nov. 1 as assistant to the eed 
lisher. 


Advertising Age, Octobe 


|of advertising and merchandis 


Discuss Expan Ling ) 
NAEA Activiti=s 
at Chicago Meet 


(Picture on Page | 

Chicago, Oct. 18.— E>» sang, 
activities of the Newsp:; 
vertising Executives A 
were reviewed and plan: (oy; 
immediate future consid: her 
this week at a meetin: of 4 
group’s officers, board of «jpeg, 
and committee chairmen 

Conferees included member , 
the NAEA’s retail committ 
headed by James W. Egan Jr,, a 
vertising manager, New Yos 
Times, and the sales committe 
whose chairman is Henry y¥ 
Manz, advertising director of 4 
Cincinnati Post and president 
the association. Sales committs 
members discussed plans to coo 
dinate their efforts with the AN] 
Bureau of Advertising’s expansi 
program, which will soon be sy 
mitted to publishers of U. §, a 
Canadian dailies for approy 
(AA, Oct. 9). 

This week’s business meeting 
the NAEA replaced the usug¢ 
October session of the entire men 
bership. Plans are going forw 
for a midwinter conference t 
held at the Edgewater Beach Hot 
here Jan. 15-16. 


Poag Leaves Dodge 


to Join Ross Roy 

Emerson J. Poag, who recen 
resigned as assistant general saj 
manager in charge of adverti 
of Dodge division, Chrysler Cy 
poration, has joined Ross Ry 
Inc., Detroit, as vice - preside 
He will specialize in the agen 
industrial and _ agricultural 
counts. 

While with Dodge, Mr. Poag ¢ 
rected all passenger car and tru 
advertising. Previously he y 
assistant sales manager in char 


for Buick division of Gene 
Motors. 


PACKAGE DESIGNER 


Experience necessary to design pack 
aging for mail order house for mer 
chandising and retail sales. Stat 
qualifications in full and salary de 
sired. 


Box 5136, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, [Illine 


— 


hae 


WHAT THEY ARE DOING FOR THE WAR EFFORT... 


War plants save up to 80% in draftsmen’s time on lettered captions, numerals, 
arrows. Map makers find it fastest way to insert names of cities and rivers. Army 
and Navy speed production of instruction books, manuals, etc 


+++ HOW THEY CAN SERVE YOU... 


Many ad men use trans-ad-hesives to show type in position on comprehensive 


layouts. Being transparent and self-adhesive 


backgrounds without disturbing artist's handling. Lettering can also be stripped 
over photos, wash or line drawings for engraving purposes. Can be proofed in 
white for stripping over dark surfaces. Ask for samples! 


Wenson -C, Miri 
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NOW OPERATING IN OUR NEW, MODERN PLANT 
22 EAST ILLINOIS STREET e 


ee 
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type can be inserted over color 
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ME DUY BONDS EVERY PAYDAY 
committ 
Henry | pA A 44 
tor of t 
esident @BCCTOBER APPEAL—Leading retailers 
Ci ittdllroughout the country are now display- 
1S LO COOMlMig this October war bond poster sent 
the ANPEgt by the retail stores section, war 


nance division of the Treasury De- 


on su partment. 
UD. 384 
r approv 


umes De Long to Direct 
A Advertising 


meeting 


ne usu; 
ge James C. De Long, formerly 
1g forwagmvertising director of General 
ence t ible Corporation, New York, has 
each Hofmpined Trans- 

yntinental & 

Jestern Air, at 

ansas City, as 
ge irector of ad- 

rtising. 
10 recenifm™ Mr. De Long, 
neral cag ho has had : 
adverti any years of : 
vsler Camivertising and 
Ross Raggublishing ex- 
_ presidegmerience in the 
le agen iverti s- 
Itural g field, joined James De Long 

inancial World 
r. Poag ¢ 1929 as aviation editor and 
and trues later appointed vice-president 
y he waged advertising director of the 
in charggpegazine. In 1938 he joined Curtis 
“chandisiqggdlishing Company as New York 
f Genegmvertising representative. 


wo Join ‘Parade’ 

Sid Cobabe, for 10 years an ac- 
unt executive with Klau-Van 
etersom - Dunlap, Milwaukee, 


IGNER 


lesign packfmd more recently public relations 

9 for nefd advertising director of Kear- 

salary deme’ & Trecker Corporation, Mil- 

ukee machine tool manufac- 

> ae rer, has joined the advertising | 
P 100 


aff of Parade in Chicago. George 
arsh, formerly with Procter & 
amble, Cincinnati, also has joined 
irade’s Chicago staff. 


| defined in the law, covered only 
| 


| all 


sing Age, October 23, 1944 


_ Publisher Brewer — 


Quotes the Law 


to Senate Group 


Washington, Oct. 19.— Wide 
gaps in the advertising provisions 
of the Corrupt Practices Act, 


which may permit considerable | 


political promotion never pre- 
| viously suspected, were uncovered 
|in a letter today from Basil 
Brewer, publisher of the Standard- 
| Times, New Bedford, Mass., to the 
|Senate campaigns expenditures 
committee. 

Relying on faulty wording in 
the law, Mr. Brewer claims, that 
the only political advertising ex- 
penditures which an_ individual 
need register with Congress are 
| those involving the selection of a 


member of either house of Con- 
| gress. 
| His letter, which has Senate 


lawyers admittedly worried, came 
in response to a query from Sen. 
Tneodore F. Green, chairman of 
the group, who advised him that 
he must submit information about 
his purchase of space in the Wash- 
ington Star and other newspapers, 
to reprint a Standard-Times edi- 


torial on “The Truth of Pearl 
Harbor.” 
Quoting from the law, Mr. 


Brewer pointed out that he was 
required to register contributions 
|to “candidates,” but candidates, as 


FTC Complaint Issue 
Against Mail Courses 


| The FTC last week charged 
Markus-Campbell Company with 
|false advertising for its corre- 
/spondence courses, including the 
“Page-Davis School of Advertis- 
ing,” “North American Institute,” 
“American School of Photog- 
raphy,” and others, asserting that 
the ads falsely represent that the 
courses offer a practical plan of 
home training for a_ successful 
career, and enable students to ob- 
tain positions. On the Page-Davis 
School of Advertising, FTC said 
respondents offered free an “Ad- 
vertising Man’s Working Library,” 
alledgedly valued at $39.50. Actual 
value was only $5, the Commission 
said, and delivery was conditioned 
on the ‘student’s paying tuition 
fee in full, although he had con- 
tracted to pay it in installments. 


Opens Chicago Office 
Harry Brown, midwestern ad- 
vertising representative for Amer- 


ington, D. C., has opened offices 
in the Wrigley building, 410 N. 
Michigan Ave., Chicago. 


ican Aviation Publications, Wash- | 


FTC Hits Yeast Ads 


| Sterling Products, Inc., and its| 
'agency, Ruthrauff & Ryan, New|} 
| York, were charged with false ad-| 
| vertising for Ironized Yeast tab-| 
}lets in arf FTC complaint issued | 
| last week, which asserted that | 
copy in radio and other media 
overstates the importance of the 
vitamin B-1 and iron contents of 
the product. 


| 


Jesse Fleck Appointed 


Jesse F. Fleck, advertising di- 
rector of the Detroit Times, has 
been appointed head of the News- 
paper Advertising Executives As- 
sociation’s cooperative advertising 
committee. The committee’s ob- 
jective is to get newspapers to 
adopt a standard policy on coop- 
erative advertising copy. 


Schneider Appointed 

Walter E. Schneider, former 
magazine editor of the NBC press 
department, and previously asso- 
ciate editor of Editor & Publisher, | 
has joined the Institute of Life, 
|Insurance, New York, to direct | 
| press relations, advertising and 
| promotional activities. 


61 
Buffalo Families 
Ee Will Spend _ 
$1,266,000,000 
According to a recent survey, 


181,660 families in the Buffalo 
area have now saved $3,432,- 
300,000. More than one-third of 
this amount will be spent imme- 
diately for home requirements 
after the war. 

This tremendous post-war mar- 
ket can best be reached by adver- 
tising in the 


Buffalo 


COURIER 
EXPRESS 


Only Morning and Sunday 
Newspaper in Buffalo 


those running for Congress. | 
If this argument is sustained, 
| advertising for Presidential | 
| candidates would fall outside ex- | 
|isting statutes. Similarly, 


adver- | 
tising which dealt with issues in-| 


Zs |stead of personalities might like- | 


| wise be unregulated. | 
| Impressed by Mr. Brewer’s let- | 
| ter, attorneys for the committee | 
are undecided on their next step. | 
Whatever they decide, they expect, | 
| however, to introduce a_ revised | 
| Corrupt Practices Act at the next 
session. 

Mr. Brewer also claimed that 
any effort to have him register 
his expenditures in reprinting an 
|editorial would infringe on free- 
dom of the press, because he had 
these articles reprinted to render 
a public service and enhance the 
reputation of his newspaper. 

At the FCC, radio stations-were 
|reminded that the sponsorship of 
all political broadcasts must be 
| identified. In issuing the warning, 
the Commission said reports of un- 
identified spot broadcasts had been 
| received. 


Prospects 
On the Way! 


orate 
will balloon in Amer 
Third Market after the 
but we do want to im 


ou with the importance 


ou the largest concentra 


vuarket at lowest dollar cc 


and we'd like to tell you more about it. Then 


0. in spite of heavy t 


nd a way to serve you 


Union Guardian Bldg., Detroit 


McGill ra, Inc. 


, 
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Great Post-War 


. we don’t have to elab- 
you KNOW how sales 


our post-war plans. 5000 watts at 800 ke. gives 


ica s 
war. 
ress 


of including C K L W in 


ted coverage of this great 
yst. You can bank on that 


ime schedules, we might 


right now. 


.. Mot wasti 


SORRY, MR. ROSS, 
BUT OUR PAPER SCUFFS 
WHEN WE ERASE. 
WE HAVE TO DO THE 
WHOLE LETTER OVER. 


ng it! 


We should be saving paper 


when you select paper... 


Because 
rewriting. 


ship have shown I 


paper possible 


ished sheet 


THAT'S ONE WAY to 
letterheads 
stand erasing without scuffing, take retyping 
with searcely a trace and eliminate wasteful 


save paper. 


on Hammermill Bond 


This is true because 45 years of craftsman- 


lammermill how to control 


and test Hammermill Bond at every stage of 
its making, so that you receive the best office 
under 
Tests at Hammermill begin with the pulp. 
Automatic devices check every step in the 
Then, in te 
receives 


today’s conditions. 


sting laboratories. the fin- 
18 final “checks” for 


every essential quality. 


You will find the Hammermill Manual of Paper Information a useful aid in handling 


your paper problem. 


It lists all sizes, colors, weights, grades, finishes of Hammermill 


papers that are made now. Let us send you a copy. Just mail the coupon below. 


Be up-to-date on what 
papers are available. 
Send for this free book. 


HAMMERING? 


Companion papers for office use 
include Hammermill Mimeo-Bond 


LOOK FOR THE WATERMARK ...1T 1S HAMMERMILL’S WORD OF HONOR TO THE PUBLIC 
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BOND 


and Hammermill Duplicator 


Hammermill Paper Co 
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FORTUNE 


“OCTOBER: 1944 


Courtesy of News Bureau-—Boeing Aircraft Co. 


BOMBERS BY BEALL 


Wellwood Edmetson Beall, of Boeing Aireraft Co., 
head engineer of the B-29 Superfortress and one 
of the developers of the B-17 Flying Fortress, 
feels that after five years of war the continuity of 
commercial aviation has been hopelessly lost. 
Postwar prospects by prewar standards are enor- 
mous, but where commercial aviation is going will, 
in his opinion, be determined by conditions that 
it is too early to judge—by the U.S. air policy, stil! 
in flux, and by the aircraft industry's ability to 
capitalize upon immense new engineering devel- 
opments brought about by the war. See FoRTUNE 


for October. 


FEW MANAGEMENT men planning reconversion 
for their companies have as little to go on as those 
in the airplane industry, for most industries have 
at least a basic pattern of peacetime production to 


fall back upon. Boeing, however, faces the future 


with undisguised concern. Since the last Clippe: 
went off the line in 1941, the company has pro: 
duced strictly military aircraft, mostly big bom). 
ers. Generally speaking, after the war the industr\ 
will continue to build for commerce and defense 
But just what the planes will be like, Boeing 
potential customers still have to decide. 


Page 150 


OCTOBER: PARKER PEN * THE FREIGHT-RA! 

BATTLE * COMMERCIAL SOLVENTS * THE MU¢ 

PROMISED LAND * WHAT PRICE GLORY THIS TIM! 
*THE FORTUNE SURVEY 


FORTUNE — the magazine of management — is a study of business for the enlightenment of management men. 85% of FORTUNE 


175,000 subscribers are management men — and survey after survey shows that in FORTUNE the advertiser 


reaches management more certainly, more effectively and more economically than in any other magazine. 
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advertising Age, October 23, 1944 


SEND-OFF—CBS officials at a farewell party for Merle S. Jones, former 

general manager of KMOX, St. Louis, and now general manager of WOL, 

Washington, D. C., are, left to right: Wendell Campbell, assistant station 

manager, KMOX; H. Leslie Atlass, vice-president in charge of the central 

division and general manager of WBBM, Chicago; Jack Van Volkenburg, 

assistant general manager of WBBM; Mr. Jones, and Arthur Casey, director 
of public relations, KMOX. 


SALES IDEA CLINIC—Speakers at the second of a series of clinics held by the 
Sales Executives Club of Northern New Jersey, and officials of the club, pose 
after a discussion on the postwar problem of job-seeking. Left to right, Howe 
Allnutt, secretary-treasurer of the club; Frank B. Pesveyc, Public Service Corp.; 
Emest de la Ossa, personnel director of NBC; Arthur H. Carter, general man- 
ager, Klein Institute (aptitude analysis); Andrew J. Flanagan, national man- 
ager, Newark News, and vice-president of the club, and William H. Patton, 
J. F. Trommer, Inc., club president. 


TRIPLE THREAT—Pictured at a recent eastern zone meeting of Nash Motors 

division of Nash-Kelvinator Corp., during which Nash announced it is ready 

to launch a car-building program tripling the company's prewar production, 

were these officials, left to right: C. D. Wing, Nash advertising and sales 

promotion director; George M. Mason, president of Nash-Kelvinator; H. C. 

Doss, vice-president in charge of Nash sales, and B. B. Geyer, president of 
Geyer, Cornell & Newell, New York, Nash agency. 


‘AILERS—To help stores cooperate in local community chest and war 

ves, National War Fund, Inc., has made available these three-dimen- 

lor displays. Each features an overlay sheet for imprinting the name 

an of the local drive. The displays may be obtained from the Fund 
or from the manufacturer, Display Corp., Milwaukee. 


HOLIDAY WRAP—Between now and 

the holidays, House of Lowell, Inc., 

Tipp City, O., distributor of Mary 

Lowell cosmetics, will pack its 3-oz. 

jars of hand cream in this Christmas 

package, designed to spare the need 
for further gift wrapping. 


" with 
VEG-ALL 


AXED VEGETABLES 


FREE! MAIL TODAY q 
mp. J TOMA, Cheewer Why. 


OPENS DRIVE—This current four-color 
ad in Ladies’ Home Journal is the first 
in the fall campaign for Veg-All mixed 
vegetables. Copy emphasizes the 
speed and ease with which the product 
can be used, and offers a book of 
recipes. Campbell-Mithun, Chicago, is 
the agency. 


PLAN YOUR MODEL RESTAURANT NOW 
WITH THESE PRACTICAL NEW.. 
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FOURTH ‘MODEL’ LAYOUT—Latest in Armstrong Cork Co.'s series is this 

advertisement illustrating a ‘model’ restaurant, created in collaboration with 

the National Restaurant Association. The full-page color ad appeared in the 
Oct. 9 issue of Time and the Oct. 14 Saturday Evening Post. 


INSURANCE ADS JUDGED—Shown looking over exhibits of advertising and 
sales promotional material used by members of the Life Insurance Advertisers 
Association in the offices of the United States Life Insurance Co., New York, 
are, left to right: William Chessman, art director of Collier's; Mary Weaver, 
Campbell-Ewald; A. H. Thiemann, of New York Life Insurance Co., general 
chairman of the association's annual meeting; Nicholas Samstag, sales promo- 
tion manager of Time; A. Wilbur Nelson, Institute of Life Insurance; Douglas 
Murphey, Metropolitan Life Insurance Co., and Joseph Treusch of United 
States Life. Judges were Miss Weaver, and Messrs. Samstag, Nelson, and 
Chessman. Messrs. Thiemann, Murphey and Treusch represent the LAA. 


NAEA PLANNERS—Officers, directors and committee heads of the Newspaper Advertising Executives Association who held 
a business session in Chicago last week included: (left to right, outside row) Samuel G. Howard, Minneapolis Star-Journal 
and Tribune; George G. Steele, Philadelphia Bulletin; J. Thomas Griscom, Nashville Banner and Tennesseean; Victor Mer- 
son, Canton Repository; L. E. Heindel, Madison, Wis., Newspapers; William Wallace, Toronto Star; Irving C. Buntman 
NAEA secretary-treasurer; Robert K. Drew, Milwaukee Journal; Henry W. Manz, Cincinnati Post and NAEA president; James 
R. Brumby, Atlanta Journal; Herbert Moloney, Paul Block & Associates; W. R. Robinson, Muncie Press; H. V. Manzer 
Worcester Telegram and Gazette-Post; R. H. Carson, Raieigh News and Observer; Harvey R. Young, Columbus Dispatch; 
Don U. Bridge, Gannett Newspapers; Robert A. Wolfe, Dayton News; [inside row) W. G. Pfaffenberger, Los Angeles 
Times; James W. Egan Jr., New York Times; Vernon Brooks, New York World-Telegram; Don Bernard, Washington Post 
Earl H. Maloney, Peoria Newspapers, Inc.; Stanley A. Ferger, Cincinnati Enquirer; C. Raymond Long, Elgin Courier-News 
Aubrey F. Murray, New Orleans Times-Picayune; Jess Fleck, Detroit Times; and C. E. Phillips, Rockford Star and Register- 


Republic. (Story on Page 60.) 
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345,226 
September, 1944 


Total Average Net Paid Circu- 
lation of The Chicago Sun for 
the 12-month period, October, 
1943, through September, 1944. 


292.328 
October, 1943 


aL, 


ta growing audience 


It’s a loyal audience . . . those daily Sun readers! results out of all proportion to The Sun's circula- 
It’s a growing audience today. 345,226 is our tion and cost. It proves these facts: 


. . 4 0 
latest checked circulation figure (407,441 on 1. You need The Sun in any newspaper 


S ; e people on the out- ce ‘ 
unday). But there are more peop combination to cover Chicago completely, 


side waiting to come in. economically and efficiently. 


The fact is, that while newsprint remains scarce : . : 
’ | 2. By using The Sun alone you can make a 


we cannot supply copies of The Sun to all who tremendous impact against America’s No. 2 


want to read it. market with a relatively small expenditure. 


But take a look at those 345,226 people who 
DO read The Sun daily. They buy The Sun 


because they seek new and better things—because 


CHICAGO’S MORNING TRUTHpaper 


+ THE CHICAGO SUN 


That's why they re loyal. That's why they're 100 W. Madison St., Chicago + 250 Park Ave., New York 


they want their news straight, unbiased, complete. 
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enthusiastic. To Sun advertisers, this pays off in 


see eeeeeeeee 


« 


National Representatives: THE BRANHAM COMPANY, CHICAGO: 360 North Michigan Ave. »* NEW YORK: 230 Park Ave. 


Atlanta, Charlotte, Dallas, Detroit, Kansas City, Los Angeles, Memphis, St. Louis, San Francisco 


NEWSPAPERS GET IMMEDIATE ACTION 
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